














If you want the 
largest shear busi- 
ness inmany years, 
place your order NOW 
for MIRACLE 
GRASS SHEARS 


Tell your 
jobber NOW 
you want 

MIRACLE 
GRASS SHEARS 


Send $1.00 to us 


for sample. 


—~ RE r« rx Pali 
(tow ~ 


IF YOUR JOBBER WON’T SUPPLY YOU—WE WILL 


THE KEISER MFG. CO., READING, PA. 



























LEADS AGAIN 


IN 1941 


KEROSENE RANGES 


with the 
LEADING SALES FEATURE 
of the Year 
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OTHER IMPORTANT aa? BURNERS BUILT 
HOTT a E 
FEATURES swe poss “BLU-HOT ADJUSTABL ' 
* Cooking Top Cover WICKLESS BURNER 
- h puilt. 
Clock watcher Fastest ——, parr re of in- 







flame 





* Handy towel rod 

« Full open grate panel 
cooking tops 

” Insulated oven 


Generates 





*See the New 1941 Boss Line—Room 546-A—The A 
Furniture Mart—Chicago e American 


THE HUENEFELD COMPANY, CINCINNATI, OHIO 
MAKERS OF RANGES ® STOVES = OVENS * HEATERS F 
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TO ALL BUYERS OF CUTLERY 


W e invite you to concentrate your Table and Kitchen Cut- 
lery business for 1941 on the UNIVERSAL Line. Having 
made Fine Table and Kitchen Cutlery for nearly 100 
years, we shall continue this department of our business. 
UNIVERSAL Pocket Knives and Shears will be discon- 
tinued as of January first. We make this statement in order 
to dispel any rumor which may result from recent decisions 
of some other Companies to liquidate their cutlery business. 


We shall welcome your cutlery inquiries as always. 


THE TRADE MARK KNOWN IN EVERY HOME 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


Here’s Another New Development in UNIVERSAL 
Kitchen Cutlery 





Seven matched pieces made of High 
Carbon Steel, Chrome Plated. Sani- 
tary Black Rubber Handles fastened 
with Compression Nickel Silver 
Rivets —A Profit Making Cutlery 
Line of Famous UNIVERSAL 
Quality. 


Glass Display Case with 
r a small Assortment — 
Write for details. 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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When the buyer asks: 


NATIONAL “Is it genuine 
MfG.co.( National Hardware?”’ 





you ll know that he wants 
the best; you'll understand 
that he is concerned about materials, 
design, strength and protective finishes. 


National 


BUILDERS’ HARDWARE 
is built to last. Reserve strength is always 


included to take care of the most extreme No. 32 Swivel Staple Safety Hasp 
wear instead of just the average. This 
foresight in anticipating and providing for 
tough, hard service under all conditions 
is one reason why National Hardware 
makes good on every construction job. 





No. 31 Safety Hasp with Hook 


A few of the season’s popular hardware products 
are illustrated—but to appreciate fully their many 
fine points of merit see the actual merchandise and 


be convinced that you can recommend and sell 
National Hardware with pride and confidence. 

NATIONAL MANUFACTURING CO. 
STERLING ILLINOIS 


No. 270 Light Ornamental Strap Hinge 





























Light Strap Hinges 





Heavy Strap Hinges No. 33 Extra Heavy Hinge Hasp 
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You’re going to ring up extra sales 
. when they see those bright, 


: trim rolls of the New Keystone 

, | netting... when you show them its neat, 
uniform weave. Your customers can see for 

= 2 ; ; It 


themselves this is no ordinary netting. 


rolls out flat, like a rug — it doesn’t buckle 
— it has a new longer and stronger reverse- 
twist weave — all bringing new satisfaction 
to poultry fencing. You sell this netting at 
regular prices, too. That means a lot more 
for the money — quick and easy sales! 


JANUARY 9, 


1941 


Here are PREMIUM 
QUALITY features, 
developed by Keystone 
research and 52 years of 
fence making experience. 
Available . . .in both Hex- 
agon and Straight-line. 
Take advantage of this 
“big edge” on the net- 
ting business. Order 
enough from your jobber 
— NOW — for a BIG 
NETTING SEASON! 








SULTRY NETTING 


And for a 


COMPLETE Line 
of Poultry Fence 


CHIC MESH 


A regular woven wire fence 
with stay wires only 2 inches 
apart. Line wires spaces 1” 
apart at bottom graduated 
to 4” apart at top. Line and 
stay wires, 18 gauge; top and 
bottom wires, 1514 gauge. 


BLUE RIBBON 


A rugged “Galvannealed’’ 
poultry fence built just like 
RED BRAND field fence. 
Filler, 17 gauge, closely 
spaced. Very popular also is 
SQUARE DEAL poultry 
fence—a heavy, durable 
fabric (1514 to 1214 gauge). 





“A CONSTRUCTIVE IDEA 


and 


YOU'VE GOT EVERYTHING” 


In a complete, dynamic, profit- 
paying combination of fine 
merchandise, adroit merchan- 
dising, sound sales strategy, 
and alert advertising ; all stand- 
ardized for bigger, easier busi- 
ness at @ better profit. Four 
hose: items, each designed to 
meet a definite buying need; 
each with conspicuous advan- 
tage in quality and price, and 
the four covering all garden 
hose requirements; adept 
packaging for stocking and 
display; vigorous sales stimu- 
lation by national. promotion 


and advertising; all in one. 


Ihen vou stock this line — 
the goods, and the way to sell 
the goods; a lower investment, 
a lower carrying charge, a 
faster turnover; and the sim- 
plest, surest road to the garden 
hose buyer and his lasting 
satisfaction, Order these four 
live brands that give you more 
for less, and a supplement of 


high-powered merchandising 


Supreme in its grade because 

to Bull Dog. Built like a cord tire. ik toc tlk sturdy, 
34,”, and 34”3 and im two pene” + approximately 
nickel-plated coupli 
500 feet to the bale 


only 


ngs. Also in continuous length 
and 250 feet to the half-bale. 


VIGILANT 2-BRAID Supocwe nil Gade 


hose. The 
one can make a better 
None better made because no ' —- 2 ; 
Ba itical buyer will find nothing to criticize ™ Bu 5g ll 
page 34”. and in two lengths, 25 and 
ei ngs. Also in continuous lengths 


eet to the bale and 250 feet to the half-bale. 


in two sizes, 54” and 
with husky nickel-plated coupli 
approximately 500 f 


VIXEN 1-BRAID edhe onlat Fade 


F 
heen eee va “oa 


continuous lengths approximately 
to the bale and 250 feet to the half ; 


For the popular trade 
%” tg in two 
in two sizes, 6 and 34" ont 
nickel-plated couplings. Also in 
500 feet 


s 


For the price, 
in one size 


OSTON WOVEN HOSE 


BOSTON 
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ATTENTION 
INTEREST 
ACTION 


Pi ee i ae att “4 
eemememmmeme| GARDEN HOSE > 
A look tells the story. It’s the look 


deluxe for cartons and shipping 
containers. A container holds five 
50-foot lengths or ten 25-foot lengths 


individually cartoned. Also shipped in bales ea on a Ble . 
containing five 50-foot lengths or five 25-foot Hc ale oo 


lengths, each length paper-wrapped. BOSTON NOZZLE 


The fullest water delivery of 
any nozzle made. A complete 


dL SS 
“Gx :"4 shut-off or “‘a stream, spray 
Pe SE V IGILANT ? BRAID or mist with a turn of the 
— / a wrist’. Two sizes.°4 and lL. 
They stop, look and listen when they 


see this one. Also in two styles of 


\ hw Bae pe were 


packages like Bull Dog. 


ECLIPSE NOZZLE 


Runner-up of the Boston 


VIXEN 1-BRAID Soe 


12 dozen in a shipping case. 


Pretty snappy? You'll say so when 
you see the sales of this sprightly 
hose item. The hose in cartons 2 
comes in shipping cases containing 1\ 5) tie 
five 50-foot lengths or ten 25-foot , . 
lengths. 

CHALLENGE NOZZLE 


Made for a demand that it 


r will pay you well to meet. 
TIGER 1-BRAID Packed 12 in a corrugated 
mailing carton. 12 dozen in 
ee ee = a shipping case, 
certainly Kae place to. ge =~ Ava ee 


Liatine NEW “COME-BUY’ 


in } | | DISPLAY 
ays ue B Be sure to feature this 


display for the Boston 
Nozzle for LOAFL. 


AND RUBBER COMPANY 


MASS 
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SELL “PENNVERNON “ 
_. . NOT JUST “WINDOW GLASS” 


@ What makes good window glass? Primarily, two qualities: good vision 
and surface beauty. Pennvernon Window Glass provides these two 
advantages in high degree. For a sheet glass, it is remarkably free from 
the defects which frequently tend to distort vision. And it has a brilliant, 
reflective surface finish on both sides of the sheet. Look through Penn- 
vernon Window Glass . .. or look at it... and in either case, you know 
immediately that it is a glass thoroughly worthy of quality windows. 


ENNVERNON WINDOW GLASS 
PITTSBURGH PLATE GLASS COMPANY 
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‘PITTSBURGH * stant fot Zuality Glass and Ctinl ~~ / 
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In the Store and Oui 
Amerock’s newColor- 
Selector Demon- 
strator will work for 
you day and night— 
in your window, on 
the counter, out on 
the job selling con- 
tractors, builders, 
architects, and Mr. 
and Mrs. America! 




















“How Will it Look in My 
ie ™ is the question in the 


when the new 


“Sales Leap” 
Amerock Color-Selector Demon- 
strator is tied into cross-merchan- 
dising displays with paint, 


to show you this 
amazing new sales tool. 


linoleum, ranges, refrigerators, 
Dealers report many cases 
whe-e demonstrators have sold 
»nly cabinet hardware, but 


have also started complete kitchen 


etc. 


not 





remodelings. 


AMERICAN CABINET HARDWARE CORP., 





NEW COLOR-SELECTOR Demonstrator! 
NEW SsTREAMLUX Hardware Designs! 
NEW PROFIT-MAKING Selling Features! 


Big news is breaking—the biggest news in cabinet hardware 
history! For here are breath-taking new designs at prices 
surprisingly low, and a completely new sales-making demon- 
strator—like the original demonstrator introduced by Amerock 
in 1938 and acclaimed by thousands of dealers for whom it 
has made cabinet hardware a major line—yet greatly beautified 
and improved in merchandising features. Join the Amerock 
Profit Parade today—order your Amerock Color-Selector 
Demonstrator now! 










“My Profit-Protector” 
bts what dealers call the Amerock 
F iMustrated catalog price card at- 
tached to each Demonstrator. Illus- 
trates and prices complete Amerock 
line—simplifies stock-keeping, sell- 
ing, and ordering. 


“Streamlux” is the name 
of Amerock’s newest design creation 
—streamlined luxury captured in a 
graceful cabinet hardware design of 
unusual charm‘and dignity — yet 
priced well within customary limits! 








S44 


Free Hardware Plan—Here’s What You Get! 


No. 400 Amerock COLOR-SELECTOR Demonstrator— 11 50 
hardware applied has retail value of .........++eeeseeee $ . 


FREE HARDWARE FOR RESALE (Shown Above) 


1 doz. No. ED400 Drawer Pulls (30c each retail)... $ 3.60 
% doz. No. ED9400 Catches (55c each retail)... 3.30 
% doz. No. ED405 Door Pulls (30c each retail)... 1.20 
% doz. No. ED531 Kaobs (25c each retail)... 1.50 
TOTAL RETAIL VALUE..... $21.70 
DEALER PAYS ONLY....... 10.00 


The sale of the Free Hardware returns $10.20—actually more than 
the dealer’s total investment! 


ROCKFORD, ILLINOIS 








THE 
LIBBEY°’-OWENS:-FORD 
LABEL MEANS=— 


“TESTED AND 
APPROVED” 




















The L-O-F Quality Window 
Glass label stands for the Test of Use—by 
countless customers; and the Test of Profits as 
demonstrated by the sales records of countless 
dealers. 

L-O-F Quality Glass gives you satisfied cus- 
tomers, and protects you against complaints. 
The glass you sell in the store always looks 
right in the customer’s window. 





And because it is annealed in lehrs four or 
five times longer than are used in any other 
process, L-O-F Quality Glass is less brittle, 
easier to cut—with a minimum of breakage. 
These are the qualities that make your glass 
sales profitable. 

Standardize on Libbey-Owens:Ford Qual- 
ity Glass for complete customer satisfaction 


end protected profits. 
Libbey-Owens:Ford Glass Company, Toledo, O. 


LIBBEY° OWENS:FORD 
QUALITY GLASS % 
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y has been one of 
nited States Govern- 


For twenty-five years this com 
che rogillab escrmanatbebely of cae ™ 
ment for hand tools. 

When the Defense Program started, we naturally 
were expected to assume our proportion of deliveries. 


While Government irements are only a rela- 
tively small percentage of output, the rapid develop- 
ment of the Defense Program and the quick delivery 
required temporarily upset production schedules for our. 
regular customers. 

Every effort is being made to correct this and we 

ask your indulgence until such a time as we can give you 
| the service to which you are entitled. 


CRESCENT TOOL COMPANY JAMESTOWN, N. Y. 
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BUCKEYE PATTERN CHAIN 
LOCK WEAVE PATTERN CHAIN 


LIBERTY MACHINE CHAIN —TWIST LINK 


. wed 


A fii Te. Hie > 


i 
LIBERTY COIL CHAIN — TWIST LINK 


Sis REY 


ELECTRA STEEL LOADING CHAIN 


CLEVELAND CHAIN 


In 1941, as in every year since 1869, the high quality of 
CLEVELAND CHAIN will be maintained. The uniform excel- 
lence which has won it favor with the hardware trade for over 
71 years will continue to build confidence in CLEVELAND 
CHAIN. In the best interests of your own business, always 
depend upon CLEVELAND CHAIN to please your customers 
and protect your profits. 













Electra Red Swivel Trace REEL SALESMAN 


Choins Chaia Display 
Outstanding favorite among Stand 
farmers everywhere. Extra Chal we iN 
strong, extra long - wearing, ee eee eae 
guaranteed. Identified by the where it is easily 
famous RED SWIVEL which seen. The Reel 
> always catches the eye and Salesman spotlights 


keeps sales growing \t. Holds four full 


reels of chain or 
equivalent in one- 
half or one-third 
reels. Get the Reel 
Salesman with your 
order for any one 
of 10 assortments 
of Cleveland Chain 





“QUALITY CHAIN 
SINCE 1869” 





ASK YOUR JOBBER OR WRITE Us 
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KEEP WITHIN YOUR GRASP 
THE POWER TO REGULATE THEM 


HARDWARE AGE 
DIRECT MAIL ADDRESSING DEPT. 


Is designed to help you do this—lt will address and mail your Catalogs, 
Booklets, Circulars, Letters, Broadsides, Post Cards, etc., with maximum 


effectiveness, due to all names and addresses being verified and corrected 
right up to the minute of addressing and mailing, to all or part of the 
following lists: — 


483 Shelf Hardware Jobbers in the United States. 


150 Heavy Hardware Jobbers in the United States. 
These are in addition to 373 Shelf Hardware Jobbers who 
andle heavy hardware.) 


Major Hardware Retailers whose sales exceed $30,000.00 
annually and who in the aggregate account for the greater 
part of the retail business of the hardware trade. 


5633 Intermediate Hardware Retailers whose sales are between 
$20,000.00 and $30,000.00 annually. 


18075 Minor Hardware Retailers whose sales are less than $20,000.00 
annually. 


10355 Builders’ Supplies Dealers. 
1010 Department Stores handling Hardware and Housefurnishings. 


Write for Prices and other Details. 


HARDWARE AGE 


DIRECT MAIL ADDRESSING DEPT. 
100 East 42nd Street - . New York, N. Y. 


HARDWARE AGE 





For over 95 years, RB &W has met the demands 
of industry—during other armament periods and 
manufacturing peaks where quality and service 


were essential to national emergency. 


Since 1845, RB&W has answered each cali 
through added plant facilities and increased pro- 
duction—yet ever kept in mind those fair policies 
and co-operative trade relations due to old cus- 
tomers, as well as new, and continued to build 


good will while meeting increased demands. 


Above—Plant expansion now 
being completed; below— 
plants and interiors at Cora- 


In 1941, RB& W is again prepared. New build- 
ings and additional equipment have been added, 
and are still being added, to three large and stra- 
tegically located plants. Immense supplies of raw 
materials have been acquired, and reserves of 
large, well assorted stocks of finished products 


are being maintained. 


Thus, as usual, RB & W is in an enviable position 
to help those needing stable facilities for 
EMPIRE Bolts, Nuts, Rivets, and other Threaded 


Industrial Fastenings. 


PREPAREDNESS FOR 1941 DEMANDS | 


- 


a we 3! 


You's n 
'% 


opolis, Pa., Rock Falls, Ill. 
and Port Chester, N. Y. 


54 6h) y= 1 8) 7 ee 


BOLT AND NUT COMPANY 


PORT CHESTER.N.Y. 


ROCK FALLS,ILL. CORAOPOLIS, PA. 
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Here are the sparkling kitchen weapons that present ] 
a natural defense against the never-ending scour- pes 
blitz. For each is of sturdy steel, triple-plated and frig 
finished in shining, ever new-looking chrome. . . t ‘ 
washes just like glass or china! vin 
r P ° . ° bro 
They’re beautiful to look at . . . scientifically de- weer 
signed for ideal cooking results... popularly priced , 
. and a snap to sell! Made by one of the Nation’s nec 
oldest and largest chrome platers. Complete de- wai 
scriptions and prices are yours for a penny postcard. N 
BIG, ILLUSTRATED CATALOG FREE! Delay may e7 
mean money out of your pocket! firs 
Send for profit-starting catalog NOW! one 
ON DISPLAY AT with 
Housewares and Major Appliance Exhibit man 
Room 685—Palmer House—Chicago ide} 

January 5-10, 1941 
NEW ENGLAND HOUSEWARES SHOW : . 
Room 442—Parker House—Boston — 
Feb. 18 to 22, 1941 (inclusive) triby 
tion 
state 
dete 
; Be 
mod 
f la 
fewer 
mode 
© TH 
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gram 






& EAST STREET * FREDERICK, MD. 


HARDWARE . 
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Another Frank Statement 





cAn announcement of Kelvinator’s 1941 Program and 


how it assures even greater profits to Kelvinator retailers 


AST YEAR Kelvinator retailers made money. In 
fact, with sales more than 2% times those of 
the year before, we are told by many retail- 


ers that this was their best profit year in the re- 
frigeration business. 


This was the natural and expected result of Kel 
vinator's radically different 1940 Program—which 
brought to the industry as a whole the greatest 
volume it had ever enjoyed 


It is only natural that the industry today should 
be watching Kelvinator with the keenest interest — 
waiting for Kelvinator’s neat statement of policy. 


Now is the time to make that statement 


© The Kelvinator plan of 1940 was only the 
first step in a far more inclusive program— 
one that has been conceived from the beginning 
with the needs of the refrigerator retailer—the 
man who built our industry—as the primary con- 
sideration 


I have made the statement many times that it is 
within the power of the manufacturer and the dis- 
tributor to relieve most of the problems refrigera- 
tion retailers are faced with. I make that same 
statement again now and say that Kelvinator is 
determined to continue its efforts in that direction. 


Because retailers toid us there were too many 
models, one of the outstanding accomplishments 
of last year’s program was our concentration on 
fewer models —the big six and eight cubic foot 
models that people really want 


* This year we have condensed an entire line 
of refrigerators into exactly eight models— 
six six-footers and two eight-footers. Your inven- 
tory investment is less—our manufacturing pro- 
gram is again simplified 


Because we were determined to enable Kelvina- 
tor retailers to meet all types of price competition, 
the announcement last year of Kelvinator’s new 
prices electrified everyone who had anything to 
do with refrigerators. This year’s prices are just as 
sensational. 





by FRANK R. PIERCE, General Sales Manager 


Kelvinator Division, Nash-Kelvinator Corporation 


e Kelvinator not only has a more effective 
price program again—but even more important 
we have built enormously greater value into 
every model in the line. 


Which brings me to one of the most significant 
features of the entire 1941 platform. 


Salesmen had told us it was almost impossible 
to logically justify the price differences between 
low-priced models and fully equipped models. 


The Kelvinator Step-up Plan of 1940 you hailed 
as the best ever devised. In fact, it proved so suc 
cessful that 80 per cent of all Kelvinator sales 
averaged $160.23. 


@ The Kelvinator Step-up Plan of 1941 is a 
salesman’s dream. Briefly, it is based on a price 
scale in which the exact va/ue of the features in 
every model determines its cost. 


Kelvinator salesmen will not have to justify a 
substantially higher price on the basis of obvi- 
ously inexpensive gadgets. 


The 1941 Kelvinator Step-up Plan is so logical 
and so easy to visualize that we say Step-up Buy - 
ing will replace Step-up Selling. 


And the models which your prospects will buy 
most readily are the ones on which your profits 
are the greatest. 


Retailers have told us that there are too many 
competing outlets for electric refrigeration. 


Last year we inaugurated a plan to limit the 
number of dealers in each community so that each 
dealer could obtain a sufficient volume at full 
retail prices to make a real profit. This plan proved 
highly successful. 


© This year we are projecting an even more 
comprehensive system of protected markets, 
which can be summed up in the phrase—‘‘A dealer 
for every market—a market for every dealer.” 


I come now to the climax of our 1941 story. 


No plan—no program—however carefully con- 


ceived and executed, can be lastingly successful 
without an outstanding product. 


Kelvinator has that product. 
© A brand new refrigerator. 
e A new kind of refrigerator. 


And, frankly, we're as proud of the 1941 Kel- 
vinator as a father with his first son. 


But no words of ours can possibly give you a true 
picture of the beauty of this new and utterly dif- 
ferent 1941 Kelvinator. When you see it I think 
you will agree with the people who call this ‘‘The 
Nost Beautiful Refrigerator in the World.” 
© And, in addition, Kelvinator retailers will wel- 
come the news that for 1941 the Kelvinator Electric 
Range Program will be just as aggressive and just 
as complete as the Kelvinator Electric Refrigera- 
tor Program. The same principles apply —fewer 
models—increased production—lower prices— 
and a profitable franchise. 

We're getting off to a fast start in 1941. 

And I frankly believe that this is going to be 
the biggest and most profitable year we and our 
retailers have ever enjoyed. 


We've burned a lot of midnight oil to create an 
unbeatable combination of product, price and 
strategy. 

This is the year to cash in. 

I suggest that you get in touch immediately 
with your nearest Kelvinator distributor or fac- 
tory branch. 


Or, if you like, communicate with me direct 


General Sales Manager 
KELVINATOR DIVISION 
Nash-Kelvinator Corporation, Detroit, Mich. 
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Medel $$-6—A big 6% cu. ft. model. New Kelvalyte 
trim on cabinet throughout to replace old-style 
breaker strip. There's a big Moonstone glass chill 
tray under the Freezer Unit. Two extra-fast Freez- 
ing Shelves give an 84 ice cube capacity—9 Ibs., 11.8 
sq. ft. shelf area. Pius all of the basic 1941 Kelvin- 
ator features listed at the right 


Price is only 3114" 


introducing 


ep-UP BUING 





*10 MORE 








Model 0-6—A 6% cu. ft. equipped model. Has a big 
Sliding Kelvin Crisper with porcelain top. Easy-to- 
clean, stainless steel Cold-Ban. Moonstone glass 
Cold Chest. Two extra-fast Freezing Shelves. 4 Pop- 
out Ice Trays with 64 ice cubes—8 Ibs. capacity. 
11.8 sq. ft. of shelf area. Pius all of the famous 
basic 1941 Kelvinator features. . Only $124°5° 





Model $-6+— Completely equipped 6% cu. ft. model. 5-Way 
Magic Shelf. Glass-covered Sliding Crisper with increased 
capacity. Moonstone glass Meat Chest with glass cover. 
Stainless Steel Cold-Ban. Vegetable Bin. Sliding half-shelf. 
4 Pop-out Ice Trays with 64 ice cubes—8 Ibs. capacity. 11.8 
sq. ft. shelf area. 2 extra-fast Freezing Shelves. $13.995° 
Plus all basic 1941 Kelvinator features. 





. Only 
In 8% cu. ft. size Model S-8 only $179.95" 






*Porcela 

plus p 
"Prices 
5 Yeo 
extra 


, = 
a 








OR months now the little 

man in the Kelvinator 
ads has been saying ‘‘You 
ain’t seen nothin’ yet.”’ 


Well, here it is—the an- 
swer to a merchant’s prayer 
—a sweetheart in gleaming 
enamel and stainless steel and crystal-clear glass. 





And a step-up plan so logical — so fool-proof 
—that you no longer have to se// them up— 
they buy up! 


® The '41 Kelvinator not only looks different 
—it is different. 


The cabinets are one piece sides and top, 
welded, rigid steel—not a tooth-pick of wood 
anywhere. And although sizes have been in- 
creased so that a six-foot model is now more 
nearly seven feet in size, the rear of the shelves 
are inches nearer the front than before. 


And around the door opening is the gleaming 
Cold-Ban of Stainless Steel, which eliminates 





some 80 hard-to-clean screw-heads found on 
conventional refrigerators. 


® Look at the new Kelvinator again—for Extras. 


From Model SS-6 to Model D-6—an easy 
jump of just ten dollars—and your customers 
get a big Sliding Crisper—Stainless Steel Cold- 
Ban— Moonstone Cold Chest—4 Pop-out Ice 
Trays. 
® Then step up to the famous model S-6— 
(counterpart of the most popular model offered 
to the public all last year)—an easy jump of 
just fifteen dollars—and look again. A new 
kind of Sliding Crisper with a clear-glass cover 
... 30% bigger than last year. An amazing new 
Magic Shelf that gives you five finger-tip ad- 
justments and makes possible onc of the clever- 
est and easiest demonstrations ever devised. 
Salesmen get a big kick out of this easy-to-do 
Magic Show. And underneath—a Vegetable 
Bin that holds a bushel and a quarter of dry 
vegetables. 


© Then step up to Model R-6—a jump of only 
$15 and see what Extras you can offer. This 


used to be a $30 to $40 jump at the very least. 


Ninety-nine cubes of ice—12 pounds— 50 per 
cent more than the S-6—not just one Crisper 
but two, covered in gleaming glass—a Remov- 
able Freezer Shelf — a double width Dessert 
Tray — Complete Deluxe Equipment. 


® Step up again—and you have the PS-6— 
twin of the S-6 except that it’s a Porcelain 
cabinet for only $20 more. 


® Then move on to the crowning achievement 
of the Kelvinator line—the Moist-Master for 
1941—a new kind of refrigerator and a new 
kind of refrigeration. 


It’s just twenty dollars higher in price—and 
it’s so beautiful it takes your breath away. 


Shelves are of crystal clear glass. And it offers 
an entirely new principle of refrigeration. 


In addition to the coils that freeze ice, there’s 
a separate set of coils concealed in the walls. 
These refrigerating coils maintain correct 
humidity and temperature throughout. No 
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1941 Kelvinators have 
these Important Features 


One-Piece sides and top, welded 
cabinet construction—no seams 
—nocrevices tocollect grimy dirt. 





All-Steel cabinets —there’s not a 
tooth-pick of wood. 


Gleaming Permalux exteriors, with 
Porcelain-on-steel interiors. 
(Model PS-6 has Porcelain-on-steel ex- 
terior and interior.) 
New automatic Polar Light that 
lights up the interior of the 
Freezer Unit as well as the cabinet. 


Space for Frozen Foods. 


Stainless Steel, High-Speed Freezer 
with Porcelain-finished door. 


Kelvin Cold Control with 13 set- 
tings and “off”. 

We believe the famous Polarsphere 
Sealed Unit has the greatest re- 
cord in the industry for service- 

free performance. 
















AND FOR *15 MORE 


Model R-6—Complete De/uxe equipment and styling. 
63% cu. ft. size. 99 icecubes—12Ibs.... 








50% morethanS-6 








Moist-Master Model M-6— 634 cu. ft. in size. Has glass enclosed 
Coid-Mist Freshener. All shelves of heavy crystal-clear glass. 





Not just one but two glass-covered Sliding Crispers. 
5-Way Magic Shelf. Stainless Steel Cold-Ban. Vege- 
table Bin. Moonstone glass Meat Chest with glass 
cover. 2 extra-fast Freezing Shelves. 4 Pop-out Ice 


Moonstone glass Meat Chest. 2 extra-fast Freezing Shelves. 4 
Pop-out type Ice Trays, plus double width Dessert Tray. 99 
cubes —12 Ibs. capacity. 12.6 sq. ft. shelf area $179°*° 
Stainless Steel Cold-Ban. Vegetable Bin. . Only 


in 8% cu. ft."size Model M-8 has 4 Speedy-Cube type Ice Trays plus 


Trays, plus double width Dessert Tray. $41549>° 
12.6 sq. ft. shelf area. . . . Only 


double width Dessert Tray. 107 cubes—12 Ib. capacity. Only $209.95* 

















. 5-Way 

creased 

s cover. ’ 

If-shelf. *Porcelain Model PS-6— With all features of S-6 

ity. 11.8 plus porcelain-on-steel exterior. . Only $159.95* 

39°5° "Prices suggested ore for delivery in the kitchen with 

5 Yeor Protection Plan. State and local toxes are 
extra. Prices are slightly higher west of the Rockies 

y least. need to cover dishes. In the super-moist glass 
enclosed Cold-mist Freshener, still air, wall 

-50 per cooled, guards food freshness . . . protects pre- 

Crisper cious vitamins. 

temov- 

Dessert * Add to these big 6-cubic ft. Kelvinators the 
two eight-foot models—and you have a model 
to meet every requirement. 
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You can see right now why Kelvinator retail- 
ers are in for a whale of a big and profitable year. 


® It’s the most important new refrigerator 
achievement in years. It makes the owners of 
conventional refrigerators dissatisfied. It offers 
definitely and demonstrably more of every- 
thing. 


And we’re not going to hide our light under a 
basket, either. 


Kelvinator today is News and we're going 


to make sure that that news gets the break 
it deserves. : 


® Four-colormagazinespreadsand pages, News 

papers, Spot-Radio—all will blast out the Kel 

vinator message. ‘‘Look at the Beauty—Look 

at the Extras—Look at the Price... Get More 
. Get Kelvinator.” 


® There it is—Product—Price—and Selling 
Punch. Add to it the one all-important ingre- 
dient—You—the Progressive Retailer—and 
you have the Success Story of 1941. 


lavk a he 0 the Ee phe Free! 


A MARKET FOR EVERY DEALER * A DEALER FOR EVERY MARKET 





and a Radically New Range Program 


A complete Line of Ranges 
Telescoped into Three 
Amazing Values 


For only °99°* 


this low-priced prospect-getter! 


Lamp, Timer and Condiment Set Extra 


Model ER-411—One-piece “wrap-around” steel body— 
5-Heat silver contact surface unit switches—combina 
tion oven switch and thermostat with automatic pre 
heat cut-off—"Broil” and “‘Bake"’ pilot lights—2-unit 
oven—Fiberglas insulation — 6-Quart Scotch Kettle — 
Ball-bearing storage drawer 


*Suggested prices delivered in the kitchen east of Rockies—slightly higher west of Rockies 





“TT worked with refrigerators—now let’s ap 
ply it to ranges!’ That summarizes the 1941 
strategy for the Kelvinator Electric Rang¢ 

For this is Kelvinator’s year. 

The '41 range program is just as logical, just 
as certain of success as that which startled the 
Refrigeration Industry last year. 

The objectives are the same—to crack open 
a vast new market—to meet and defeat the 
competitive price situation—to simplify dealers’ 
selling, stocking and investment probiems—to 
enable dealers to make more profits. 

And the same proved methods have been 
applied— fewer models, meaning lower produc 
tion costs— vastly increased production and sen- 
sationally lower prices that smash the greatest 
obstacle encountered in range selling. 

For 1941 Kelvinator telescopes a complete 
line into three models. That means a smaller 
investment for you, a simplified display prob 
lem, an easy line for salesmen to master and 
sell, and an easier choice for buyers. 

PRICES ARE FROM $20 TO $30 LOWER THAN 


For only ‘139° 
a wealth of features at a 


popular price! 


Timer and Condiment Set Extra 


Mode! ER-413— Popular priced model with all features of 
Model ER-411, and many extras—7-Heat Surface Unit 
switches with individual flood lights that indicate when 
switches are ‘‘on’’—Deluxe-type Scotch Kettle with 
self-basting lid—Automatic light in oven—Three ball- 
bearing storage drawers—Non-glare top lamp. 


THOSE OF COMPARABLE MODELS LAST YEAR. 
Starting with a low-price basic model at less 
than $100, the line leads buyers easily through 
only one intermediate step to the deluxe model. 

But one of our Biggest features is Kelvina- 
tor’s answer to the problem ‘“‘How to Sell the 
Prospect.’’ We’re filling this need with a prac- 
tical ‘‘down-to-brass-tacks”’ program! 

Focal point of the entire program is the brand 
new Kelvinator ‘‘Salesmaster’’—a most beau- 
tiful, practical and THOROUGH selling tool—a 


For only ‘169° 
a deluxe model at a sensational price! 


Model ER-417—All Deluxe “extras”! Built-in Cooking 
Timer combining electric clock, computing Timer, and 
‘‘Minute Minder’. Selector Switch connecting Timer § 
with oven, Scotch Kettle or appliance outlet—Warmer- 9 
Drawer with automatic temperature control—Deluxe § 
Scotch Kettle with insert pan, basket, and thermometer. 


Wiring, if any, and state and local taxes extra. 


complete presentation of all you need to sell & 
electric cooking and Kelvinator Electric Ranges. | 
Plus other time-proven selling aids—national 

advertising, local advertising, sales training, 

store demonstrations, traffic building promo- 

tions. And THE MOST ATTRACTIVE STOCKING DEAL 

YOU'VE EVER BEEN OFFERED. 


Get in touch with your nearest distributor or 
factory branch—or wire or write to Range 
Division, NASH-KELVINATOR CORPORATION, | 
DETROIT, MICHIGAN. a 


me Cet KELVINATOR 
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Ball Bearing Hanger—a typical R-W product—quality built, 
long-lived, smooth and quiet in operation. 





The famous patented Lock Joint Trolley Track. Joint brackets 
lock the track ends so tightly together that hangers operate 
smoothly and silently over joints. Available in 9 different sizes. 


Richards-Wilcox Mfg. Co. 


... preferred by 
engineers and builders 


R-W Hancers 


AND TRACKS 


for all purposes 





R- HANGERS and Tracks sell . 
quickly and easily. Their repu- | 

tation is firmly established with engineers 

and builders. They’re your best sellers be- 

cause of this overwhelming preference. 


Patents such as the Lock Joint, recog- 
nized as the greatest development in trolley 
track, put the R-W line years ahead. In 
addition you have at your command the 
world’s largest and most complete line. 
There’s an R-W Hanger and Track for 


every door regardless of size. 


Never need you fall down on filling an 
order when you offer R-W. Never need 
you fear dissatisfaction, for R-W quality is 
the utmost guarantee of satisfaction. Order 
R-W, the complete and proved line of 
tracks and hangers. 








“ Quality leaves 
its imprint” 


Indianapolis St. Louis 
Los Angeles San Francisco Omaha 


Milwaukee 


"AR BARGER FOR ANY OSCR THAT Stra $s” 
AURORA, ILLINOIS, U.S.A. 


Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 
New Orleans 
Seattle Detroit Atlanta 
Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 





Washington, D. C. 
Kansas City 
Pittsburgh 





Des Moines Minneapolis 


DL MO | 
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STEARNS 





Model 521-PT 
$42500 


Goodyear 
Pneumatic Tires 


Model 181-ST 
$6750 


Solid Rubber Tires 











Announcing 


A WIDE RANGE OF NEW 
POWER LAWN MOWERS 


AE elt as 


In only a few years, Stearns Power Lawn 
Mowers have turned to hardware retailers a 


volume of $2,000,000.00 in sales that for- 


merly were not available to that trade. Model 524-ST 
Model 218-ST , These power mowers were designed especially $45 900 / 
$7 550 A Solid Rubber Tires 


Solid Rubber Tires for the hardware trade and have been sold 





exclusively through the channels of that trade. 
Now, with a greatly increased and vastly 


Seco MASEL ELS SS cP RT ELLIS SS 


improved range of models, and supported by 
a larger national advertising campaign than 
ever before, Stearns Power Lawn Mowers 
should prove big sales builders for the 1941 
season. 


ce, eee 





Wheel-Drive and Roll-Drive Models 40401 194.PT 4 

Model 421-ST Priced from $67.50 to $250.00 —_$49450 ‘ 
§ 8 7 50 J Goodyear P 
Solid Rubber Tires kf All models are simple, dependable items of Pneumatic Tires j 





merchandise, built without tricky, complicated 
mechanism or operations. Anyone can oper- 
ate a Stearns Power Lawn Mower even with- 


out experience or instruction. 


-s ONS 


Don't overlook the profit possibilities in 
Stearns Power Lawn Mowers. Representative 


models and prices are shown here. All 


RP RM as hi 


models are powered with Briggs & Stratton 





engines and equipped with solid rubber tires 
Model 518-ST on drive wheels, rollers and casters. Goodyear Model 122 


$47450 


$9450 pneumatic tires are available for wheel-drive 
Solid Rubber Tires y models at moderate extra cost. 


Ask Your Jobber or Write Us 
for Catalog No. Al 


E. C. STEARNS & CO. 
SYRACUSE Estab. 1864 NEW YORK 
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WATCH THE FAVORITE- 


Watch for announcement of the 
most spectacular line of refrigera- 
tors and electric ranges ever offered 
to the buying public. Now being 
introduced to Frigidaire Dealers in 
factory-conducted meetings from 


warce HVGUMUTO! 


coast to coast. Brilliant new models, 
new advertising and new selling 
plans—all strategically designed 
to increase further the predom- 
inant sales leadership of Frigidaire 
Dealers in ’41! 
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11. Brilliant New Beauty! A world-famous 
designer creates for Frigidaire completely new 








t 
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refrigerator as a beauty note in 
your kitchen. 


2. More Useful Than Ever! New umm com- [ 


% peromense—_ Sage and roomier! New a Ea f 


GEE up to ME bigger! SE adjust- 
able to suit your needs. Even the ME: ~ model 
—— for only SMM is fully-fitted, including bed 

22 CESS 11] < a wee! i 


3. Use Less Current! The Mal MN 1941 
Frigidaires have power to keep 
food better and freeze ice faster! Yet they cost less 
to operate than ek aaa 


4. Sensational New Values! Choose from 
M8 brilliant models—every one a MME priced 
MS . EE Cold-Wall prices are ME «ME as 
$008. . .QRME Standard models Sas ! 
The at a genuine Frigidaire “Six,” SELLS FOR 
ONLY ...$ Sam. 
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THE SAME Leadership tn Helton | 


f «4 
A 1. Brilliant New Beauty! New concepts of 9} 4 


range beauty, created by a world-famous designer 
include S306 Ry rR sea 


2. More Useful— Faster! Exclusive advan- 
tages assure MMMM EM = more care-free cooking. 


New Sl a GE are SEE known! & 


3. Use Less Current! Lowest cooking cost 
in Frigidaire history. New 9 GS units 
more efficient. Exclusive Ml MME save up to Ml 


on current. ’ 


4. Sensational New Values! EMM brilliant 
models. Everyone an outstanding il Ea ! 
Prices start at only SE . 





THAT SOLD OVER 600,000 REFRIGERATORS IN 1940 
SCORES AGAIN IN ’41! 
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Harpware Ace Wuirte Inventory SHEETS 


accscedetncccnecssnsccscnasnanse tite Sail CONDOR ccnscncesscccrnansiobeiossiaeees 





Simplify Your Stock Jaking with the 


Actual size of sheets 9% by 12 inches over all; writing area 
8'/. by I1'/ inches. Sheets printed on both sides of geod 
white bond paper, with 28 entry lines on each side. PRICE $1! 
for 200 sheets (400 pages) plus 25¢ mailing charge. 


You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 
leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 
was designed to sell at a new low price — 200 
sheets for only $1, plus a 25¢ mailing charge. As 
these sheets are printed on both sides of good 
white bond paper, this means you really get 
400 pages of inventory record sheets. Each side 
of the sheet has room for 28 items. - Your $1.25 
investment provides inventory space for 11,200 
items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used millions 
of HARDWARE AGE Inventory Sheets because 
they found them simple, convenient and handy 
to use. The WHITE INVENTORY SHEETS are 


HARDWARE AGE 
100 East 42nd Street, New York, N. Y. 
Gentlemen: 


Here is my $.. 
charge). Also send me 
NAME ........ 


ail 





the best ever—they are even more simple, more 
convenient and easier to use. Our entire effort 
was directed toward making your annual inven- 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 
fit the HARDWARE AGE Inventory Sheet Bind- 
ers which are used by thousands of dealers who 
reorder their Inventory Sheets from us year in 
‘and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. 


Make your inventory taking this year easier 
and surer with these WHITE INVENTORY 


SHEETS. Use the coupon below to order your — 


supply today. 


.» Please send me........... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 
.......Binders (50¢ each). Send these te me by return mail. 


FIRM NAME 
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ADDRESS 
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The CARGILE BURNER— 
Sensation of the Industry 


ss 6 Top Light 








EAR Adjustable Top Cook 
Draft Slide — (X77 ge Salt ma ~a 
Easy to Feed re Clay 
Fuel Opening Secondary Air Ports 
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~ Heavy 
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Insulated 
Oven Flue 











Large Jointless 


Oven D . 
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Insulated 








 ~ Port . 
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Alloy ast ing, 


Insulated Ash Pit Door 










Ash Pan 


* Saves 2/3 Coal! 


* Burns Any Solid 
Fuel! 


* Smokeless! 


* Ready for Cooking 
24 Hours a Day! 


There is no other stove on the market like the NEW Allen Ever-Redy Range with 
the Patented Cargile Burner. Constantly ready for quick cooking day or night... 
smokeless . . . burning anthracite, bituminous, lignite, wood, charcoal, corncobs.. . 
the Allen Range gives cooking qualities never approached in a coal or wood range, 
yet at a small fraction of the cost. 


Made by Allen Manufacturing Company, a leader for 70 years, the quality is as- 
sured. The Allen Ever-Redy Ranges with Cargile Burner are priced to move quick- 
ly with a real profit to you. A few territories are still open. If you are not now 
handling Allen Ever-Redy Ranges write or wire for full details. See demonstra- 
tion at Chicago Furniture Market. 


THE ALLEN EVER-REDY RANGE 


with CARGILE BURNER 


ALLEN MANUFACTURING COMPANY @ NASHVILLE, TENNESSEE 
Since 1867 
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Everything You Need to Know 
About BUILDERS’ HARDWARE 


























| NOW? 


For the First Time 
in Permanent 
BOOK FORM 
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This is your only source of 
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complete, authentic, easy-to- 
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read information on all phases 
of BUILDERS’ HARDWARE 
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If you are one of the many hardware men who have always 


y, 


wanted to know more about Builders’ Hardware—and how to make Here are some of the features and 
more profit from its sale—but could not, because of the lack of profitable ideas in this book that will 
information on this subject—*TAKING THE MYSTERY OUT OF mean more dollars for you! 
BUILDERS’ HARDWARE?” is the book for you. 220 pages—page size 8!/2 x 11'/2 inches— 
cloth bound to withstand hard usage. 
You will get the benefits of the author’s, Adon H. Brownell, life- How to bring prospects into your store. 
time experience in successfully selling, buying and manufacturing Suggestions on making bids that will mean 


Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average home to schools, hotels, 
office buildings, churches, apartments, etc. 


more sales and profits to you. 

How to cash in on the sale of replacements 
and "follow-up" items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 





You’ll also be shown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 











4 
q 
: 


to use Builders’ Hardware to increase sales in your other depart- to match different items. 

ments. This book will bring you all you need to know about this A working Blue Print, size 25 x 11'/2 inches, 

profitable, basic hardware line. Glossary of more than 300 Technical og “4 

ers' Hardware Terms, Cross Reference In- 

The experienced Builders’ Hardware Engineer will want this book dex, etc. 

for its use as a handy reference work. The beginner will want it Over 600 Illustrations, Charts and Diagrams. 

as a text book to use as the only complete home study course in this 

subject ever published. ORDER YOUR COPY NOW 
Your clerks, too, should have this new book. They will become fA a ? oe * 

more valuable to you and more valuable to themselves by reading offers you to Increase your earning power. 

and studying it. GOOD BUILDERS' HARDWARE MEN ARE SCARCE. 








maAtTL i CcoOuPON TODAY 





® 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


Please send me copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 
Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 


NAME FIRM 


ADDRESS CITY STATE 
[j Check here if you enclose payment, in which case we pay postage. 
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Shipbuilders COUNT ON COLUMBIAN Zac / 






CRRA SES 


FEDERAL SHIPBUILDING 
AND DRY DOCK COMPANY 


For years tankers, cargo ships, passenger vessels and naval 
craft have started their careers from the ways of the Federal 
Shipbuilding and Dry Dock Company at Kearny, N. J. And today 
throughout the seven seas, Federal ships are known for their 
reliability and economy, for behind each ship lies the engineer- 
: ing and manufacturing prestige of an organization dedicated to 
£ upholding the finest traditions of the American Shipbuilding 
k Industry. 




















Columbian Rope Company is glad to count the Federal 
Shipbuilding and Dry Dock Company among its many 
i consistent users of Columbian Pure Manila Rope. Colum- 
: bian Rope, too, is known for its reliability and 
economy. It is built of the finest manila fibres 
which are selected by our own inspectors who 
live in the Philippines. Our exclusive water- 
proofing and lubricating process puts longer 
life into our rope and makes it more flexible. 


TANKER 
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COLUMBIAN ROPE COMPANY 
Auburn, “The Cordage City,” N. Y. 
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every step of the way 
Me COLUMBIAN sins ROPE 
4 PURE MANILA 
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HERE'S HOW 


To Obtain 
Business NOW! 


Distribute information of your 
products or services to all your 
prospects and customers at fre- 
quent intervals. Never let up edu- 
cating them on the merits of 
what you have to offer. 


Remember there is no greater or 
more important business than 
that of disseminating informa- 
tion—He who does this well— 
Prospers! 


And if your information is to be 
sent to wholesale and retail hard- 


ware dealers and other distribu- 
tors in the hardware trade we feel 


certain we can help you. 


For we have available to you an 
addressing and mailing service, 
and can supply you with mailing 
lists, that we do not hesitate to 
say will assure your Direct Mail 
Sales Promotion Advertising 


maximum success. 


We shall be glad to give you the 


details. 


HARDWARE AGE 


Direct Mail Addressing Department 


100 East 42nd St. + New York, N. Y. 
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a ‘ Savoil Gives You Variety ... Automatic 
Win in the Race for Profits by getting Wickless Burners, Long*Chimney Wick-Type 





off at the gun with Savoil for 41! .. . Burners, Needle-Valve Burners . . . to meet 
the special sales-needs of each community. 

Savoil Gives You a Big Line. . . The s 
Nation’s most complete kerosene-burning line Savoil Gives You Action ... Standard- 
. 68 different ranges, rangettes, stoves and ized mass production methods i a large 
heaters . . . a model for each sales-oppor- modern factory create eye- catching beauty and 
tunity. quality features, PLUS prices that get action. 


Get ready! GET SET! GO!... by writing today for the big new Savoil Catalog for "41 


UNITED STOVE COMPANY, Ypsilanti, Michigan 


Visit Space 549-B, American Furniture Mart, Chicago, January 16th-18th 
THE NATION'S MOST COMPLETE KEROSENE-BURNING LINE 


SAVOIL & = ls 


Stoves Rangettes Heaters 
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Jossers’ salesmen have many things to think about 
and handle. But here’s a clever little file-selling device 
you ought to have right now: It is the new Nicholson 
or Black Diamond Saw File Display. * It’s small — 
compact — easily set up. ... And how it does “go to 
town” selling those useful, fine-looking, quality-guar- 
anteed Saw Files! * Ask to see this Display the very 
next time the salesman gets around. Or, phone or write 
to your jobber at once. For, every day you’re without 
it you're losing easy sales. Slim Taper (triangular) 
Files, you know, have a wide use beyond saw filing — 
in homes, shops and on the farm. And they represent 
one of the best repeat-sale items in the small-tool field! 


NICHOLSON FILE COMPANY, PROVIDENCE, R. 1, U.S. A. 
(Also Canadian Plant, Port Hope, Ont.) 


: ow EASY IT aS phat 
ti file-holding $ 
ed bend are slots in hed back. 

















EASY IT 1S TO REFILL 
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files. 
Ciaoiy noite sold files from stock. 

















Display is F RE E with any of these 
assortment units of 2 dozen files each—in 
either Nicholson or Black Diamond brand 


33%% RETAIL PROFIT 


(or 50% on cost to you) Cost Your 
to you at normal 
our resale profit 


No. 1 — 2 doz. 6” Slim Tapers ............. $3.24 $1.62 
No. 2 — 2 doz. 6” Extra Slim Tapers ........ 3.24 1.62 
No. 3 — 1 doz. 6” Slim Tapers and 

1 doz. 6” Extra Slim Tapers ........ 3.24 1.62 
No. 4 — 2 doz. 5” Extra Slim Tapers ........ 2.62 1.31] 


No. 5 — 2 doz. 5%” Double Extra Slim Tapers 3.04 1.52 
No. 6 — 1 doz. 5” Extra Slim Tapers and 

1 doz. 5%” Double Extra Slim Tapers 2.83 1.41 
No. 7 — 2 doz. 6” Double Extra Slim Tapers .. 3.24 1.62 
No. 8 — 2 doz. 8” Double Enders ........... 4.08 2.04 
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Your customers will appreciate 
being reminded of this. . . 


@ When you sell your customers the proper fittings and attach- 
ments for the chains they buy you make these chains all the 
more useful for the jobs they'll have to do. 








Because of American Chain quality and 
the completeness of American Chain lines, 
this company is recognized as the world’s 
leading chain manufacturer. We make all 


types of welded and weldless chain and 
every type of fitting. 





In addition to full lines of American 
Welded and Weldless Chains there are also 
cotter pins, eye bolts, cold shuts, lap links, 
repair links, round eyes, malleable castings, 
grab hooks, slip hooks, sash chain fixtures, 
screw hook hangers, shackles, S hooks, sling 
chain hooks, snaps, special attachments, 
swivels, toggles, utility jacks, welded rings, 
harness hardware, etc., etc. 











AMERICAN CHAIN DIVISION 


YORK, PENNSYLVANIA 














AMERICAN CHAIN & CABLE COMPANY, Inc. 


ESSENTIAL PRODUCTS .. . AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Chains, ACCO Malleable tron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Stee! Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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In 1941:— 


One week of the New Year has 
gone. By this time most of our 
New Year’s resolutions either have 
been broken or completely for- 
gotten. Founded on good inten- 
tions to improve our personal be- 
havior or business progress. reso- 
lutions might live longer if they 
were committed to paper, kept 
handy and used occasionally as a 
check list. This is especially true 
when these declarations are fo- 
cused on improving business oper- 
ations—with plans for increasing 
sales and profits and ideas that 
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generally promote more efficient 
service. If the current business out- 
look were gloomy more hardware 
men would pay more attention to 
such thoughts. As it is, all of us 
are expecting, and most of us wil! 
enjoy, a substantial increase in 
sales volume during 1941. Too 
many of us (being as lazy as we 
dare be in most of our activities) 
will coast along with the tide of 
general business improvement and 
remain content with whatever 
comes our way instead of making 
the most out of the opportunities 
now at hand. A few, in every com- 
munity, will give their best and 


will Ne handsomely rewarded for 
their efforts and _ intelligence 
their efforts will bring additional 
sales and their intelligent manage- 
ment will make .those extra sales 
profitable. 


. Pye 
Net Profits?:— 

It is too early to speculate on 
the net profit status of 1941 retail 
hardware business because too 
many factors, not entirely within 
our control, enter into the picture. 
The adverse effects of uncontrol- 
lable and unpredictable factors will 
be minimized to the extent that 
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good management practices are 
pursued. Operating costs will have 

to be watched with much greater 

care than ever before. Taxes will 

be heavier. Goods will cost more. 

There will be shortages. Trained 

men will be called for militiary 

training. Customer credits may be 

effected by the family dislocations 

incident to wage-earners being 

drafted, if legally they are 
not “sole supporters” or heads 
of families. More retail stores 
may spring up and bring addi- 

tional competitive problems. More 
“phoney” chinaware and _ silver- 
ware deals will be offered by pre- 
viously unknown sales agents rep- 
resenting equally unknown firms. 
There will be more money in cir- 
* culation and less unemployment. 
Good customers, particularly 
skilled mechanics, will move to 
nearby towns to get better wages 
than were available in the sections 
in which they resided. Towns with 
an opportunity to provide defense 
materials and equipment will 
boom, populations will grow in 
such places, and so will business— 

also competition. There unques- 
tionably will be more business for 
all of us but only the well man- 
aged businesses will show a better 
or even an equal profit status a 
year from today. And, truthfully, 
some of this extra business will 
come without any particular ef- 
fort. Unfortunately, the mushroom 
growth of business that is gen- 
erally anticipated may have a ten- 
dency to fool us into believing that 
any kind of service will suffice and 
that any kind of merchandise can 
be sold. Such will not be the case 
and those merchants who become 
lazy or careless and lull them- 
selves into some “contented cow” 
frame of mind will be lost in the 
shuffle. They will have to give way 
to those who do a better selling 
job, render better service, improve 
the appearance of their stores, 
maintain their assortments and im- 
prove their displays and_ their 











store and window lighting. But 
those merchants who make the 
proper selling effort, both in their 
stores and outside among the farm- 
ers and house-owners will reap the 
greatest benefits. The time is ripe 
for checking up among people who 
have not been sold for some time 
or who have never been your cus- 
tomers. 


oc 
Shortages:— 

As the inevitable shortages of 
needed merchandise occur, dealers 
who have concentrated their pur- 
chases with one or two wholesale 
sources of supply may reasonably 
expect to be given some prefer- 
ence. Judging from past perform- 
ances that is exactly what will hap- 
pen. And the wholesalers who have 
maintained their stocks and have 
rendered such concentrating deal- 
ers an efficient brand of service 
will, in turn, enjoy the fruits of 
their sound policies. In both 
groups, the firms who have the 
goods, at fair prices, will get the 
business. You can’t sell goods that 
you don’t have on hand when 
wanted. 


Price Advances:— 


To date, as has been appropri- 
ately mentioned before, price ad- 
vances, in the hardware industry, 
have been very orderly yet numer- 
ous. The frequency of price in- 
creases will grow from this point 
on. Higher costs for labor and 
materials, heavier and new taxes, 
etc., will all necessitate higher buy- 
ing and selling costs for all of the 
merchandise sold through hard- 
ware channels. Broadly speaking, 
selling prices should be based on 
current replacement costs, subject, 
of course, to local competitive con- 
ditions. In a declining market this 
happens automatically. Inventories 
should be improved while the 
goods are available and in antici- 
pation of higher costs and im- 


proved demand, but always within 
reason and controlled to the ex- 
tent that available purchasing 
power and credit will permit. This 
is the time, right now, to prepare 
for more business and to plan to 
operate on a profitable basis—but 
there is never a time when a busi- 
ness manager should allow himself 
and his business to get in deep 
water beyond his depth—meaning 
his ability to operate efficiently. 


Market 


Information:— 


More closely akin than ever be- 
fore, is the relation between good 
business management and sound, 
reliable, long - tested information 
about business conditions, data on 
price movements, shortages, inven- 
tory conditions and sales volume. 
In this particular phase of busi- 
ness paper reporting HARDWARE 
Ace has long been preeminent, 
providing for the past 85 years, 
accurately and promptly, a com- 
plete market report editorial ser- 
vice which thousands of readers 
have repeatedly indicated as one 
of the most helpful business helps 
among the many features in every 
issue. Published every other Thurs- 
day, this information comes to our 
readers with sufficient frequency 
and speed to have genuine and vi- 
tal news value and interest, avail- 
able from no other similar source 
as often or as quickly. In these 
strenuous times, the importance of 
this kind of business reporting 
takes on greatly added signifi- 
cance. To all readers, the entire 
editorial staff pledges an even 
greater usefulness and diligence in 
the prompt, complete and accu- 
rate presentation of price and mar- 
ket information, extending to the 
best of its talents and facilities this 
regular editorial feature that origi- 
nated with this publication as did 
the publishing of hardware trade 
news and illustrated descriptions 
of new merchandise. 
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THE “S100” (HEAVY DUTY) SERIES 
OF STANDARDIZED CYLINDER KWOB LOCKS 









EASY TO FIND the lock you 
want! Every page of the Lock- 
wood Cylinder Mortise Lock 
Catalog is arranged to save you 
time. The clear illustrations, 
descriptions and details of 
functions will cut hours off 
your quoting time on every " 

large job! me, 
ues ; S; nik 
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The Lockwood line of Standardized Cylin- 
der Locks carries a lot of prestige with 
architects and contractors, because it is 
the finest, most complete line of modern- 
ized cylinder locks on the market. 


From the wide variety of fittings 
applicable to these locks, Lockwood 
suggests the Patrician line, with in 
terchangeable plastic knobs — easily 
cleaned with a damp cloth. 


The new Lockwood Cylinder Lock Cata- 
log, with its unique, easy reference style, 
has won the approval of the architectural 
and building professions. The response to 
our recent series of advertisements in archi- 
tectural papers, featuring this catalog, has 
indicated a most gratifying acceptance in 
all branches of the building trades. 

Think back over the past few seasons — 
to Patrician, Plastelle, Equipoise, Cape 
Cod, Unifast and Bor-Loc. These develop- 
ments — all by Lockwood — are among 
the biggest recent advances in the builders’ 
hardware field. 

Write today for the Lockwood catalogs 
and full information about these highly 
profitable lines! 














Plain cast front, plain latch bolt, regularly furnished. Rabbeted front, 
anti-friction latch bolt, armored front all can be furnished when so 


Lockwood Hardware Mfg. Co. 
Division of Independent Lock Co.  . itchburg, Massachusetts 
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Sales tally clerk’s record 
showing one of the sets 
with the over - riding 
sheet in working position. 
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the month. Each day the monthly 
disbursement totals for the partic- 
ular items are posted to the buy- 
er’s record. It is set up in exactly 
the same order so that entries can 
be transferred to it on a “line-for- 
line” basis from the sales tally 
record. 

The two sets of records are 
housed on a sloping rack from 


which they may be removed if 
NEW system of in- an increase in net profits for the necessary. Each set consists of a 
































ventory control, installed by the company. heavy card 11 in. wide by about 
Higginbotham - Pearlstone Hard- The system in use consists of 61% in. high, and an 814 in. wide 
ware Co., Dallas, Tex., is proving two records—-one for the sales by 13 in. (folded to 61% in.) over- 
itself a big asset in increasing tally clerk and one for the buyers. __ riding sheet. 

This means that the buyers can Projections at the bottom of the 





sales, profits and efficiency. 








This system provides a_ bal- work on their own records without sales tally clerk’s record cards are 
anced stock, decreases the amount interrupting the sales tally clerk. for attaching it to the rack. Pro- 
of inventory and the amount of and vice versa. jections at the top of this card are 
capital invested in that inventory, The entire stock of merchandise to keep the over-riding sheet se- 
and therefore reduces the interest- is roughly divided into 25 parts— curely in place. On the heavy card 
which must be paid or figured on one part for each working day of are listed eight different sizes or 
that non-working capital. An- 







other result of the decreased in- 
ventory, is the reduction of the 
property tax. But, the firm is still 
able to ship a higher percentage 
of orders without back-ordering 
because the stock is balanced, thus 
reducing expense and adding to 
efficiency. 

Leaks and shortages in inven- 
tory are easily discovered under 
this system. Sales also are in- 
creased because the system per- 
mits quicker and more complete 
service to customers. The system 
also puts purchasing on a sound 
basis and eliminates guesswork. 
Loss of sales through “out of 
stocks” is minimized. The net re- , _ 

, ‘ Buyer’s record with over-riding sheet oifset 
sult of this controlled inventory is to show the additional information under it. 

























38 HARDWARE AGE 





rofits and Efficiency 


Balanced control and lower invest- 


ment result of inventory control 
used by Higginbotham-Pearlstone 


Hardware Co. of Dallas, Texas 


Sales tally clerk’s half of the control system with a buyer re- 
moving a section of the record. He will take this to his desk 
while preparing a special order on some items which are run- 
ning low. This is only necessary when an abnormally large 
disbursement forces the firm to re-order immediately. 


items on each side, each card hold- 
ing a record of 16 items. 

This is a permanent card on 
which is typed the descriptive in- 
formation regarding the item. Up- 
on the wider tab is written the 
name of the items recorded on the 
card (Files) and upon the round- 
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ed tab is written the card num- 
ber (A56). The wider tabs are in 
three positions and are visible at 
all times. Location of the proper 
card is a very rapid procedure. 
On the rounded tab at the extreme 
right is typed the day of the 
month that the monthly disburse- 


ment totals are to be posted to the 
buyers’ record. In this case it is 
the 18th. 

The over-riding sheet is used for 
accumulating the sales. Opposite 
the item name are the figures 10, 
14, 16 and 28 which indicate the 
accumulation of individual sales 
of 10, 4, 2 and 12. A check mark 
on 28 has been made to indicate 
that the sales for this month, Jan- 
uary, have been made to the buy- 
er’s record. In the block at the 
left is first recorded the beginning 
inventory or the inventory trans- 
ferred from a previous sheet. Here 
the beginning inventory, 40, has 
been entered and crossed out. Next 
12 is entered (28 sold in January 
subtracted from inventory of 40 
equals 12) and crossed out. 

The figures 5, 8 and 10 are 
cumulative sales for February and 
are not yet posted to the buyers’ 
record, as is indicated by the lack 
of a check mark. But 50 units 
were received into stock sometime 
in February and the figure 62 (12 
plus 50) was entered in the square 
at the left. Therefore, the balance 
on hand at any time can be found 
by subtracting the last cumulative 
sales figure from the not crossed- 
out figure entered in the square at 
the left. In this case 14 subtracted 
from 62 leaves 48 as the balance 
on hand. 

If this square fills up before the 
cumulative sales record is filled, 
the uncrossed out figure is written 
in at the top and other figures are 
erased. Some of these over-riding 
sheets will fill up with postings in 
a month. Others will last for a 
year, depending entirely upon the 
activity of the items involved. 
When a sheet fills up, it is re- 
moved, balances transferred to a 
new sheet and a large “X” marked 
across it. Then the other side is 
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be ordered at the same time. he 
gives the section to the buyer for 
an analysis. The vertical Speedac 
racks used in this particular in- 
stallation are built so that sections 
of the card body can be removed 
and worked upon independently. 
Thus an entire rack is not tied up. 


New Items 


New items are entered on cards 
in a special section and notation is 
made of them in their correct loca- 
tion. This eliminates constant re- 
typing of the record. As new 
items are added and old ones ar« 
dropped, an occasional reorgan- 

' ization serves to keep the record 
in efficient working order. 

It is not necessary to pull any 


Sales tally clerk and two buyers with their vertical units con- idi h é h 
veniently placed. From information contained in their records over-riding sheets except when 


the buyers place orders with full regard to past usage. 


There they are full. To transfer balances 


are about 18,000 items in the inventory as set up on the record. from the sales tally record to the 


used for another group of items. 

On the buyer’s over - riding 
sheets are posted, first the begin- 
ning inventory in the square at the 
right, and the quantities ordered, 
received, disbursed (from sales 
tally clerk’s record) and balance. 
Each day the buyers review the 
items posted that day to their rec- 
ords by the sales tally clerk. This 
procedure gives them a complete 
scrutiny of all items at least once 


a month. 


Sales by Months 

Space is provided for a record 
of sales by months for two years. 
After both lines fill up, the card 
is replaced. Below these postings 
are two lines for entering names 
of vendors, discounts, economical 
ordering quantities, delivery time 
and any other information the 
buyer wishes to have immediately 
available. 

Thus, the buyer has a separate 
record with which to work. He 
does not interrupt the sales tally- 
ing process to do his purchasing. 
Sometimes, however, the sales 
tally clerk will notice that an ab- 
normally large disbursement has 
caused the stock to reach the mini- 
mum as set by the buyer on his 
record and picked up by the sales 
tally clerk on his record when the 
monthly disbursement totals are 
posted. 


40 


buyer’s record, it is merely neces- 

sary to place the racks side by 

As he notes these items, he pre- side and post from one to the 

pares a “short list” giving the other. The positioning of the 

name of the item and the balance items in the same sequence on 

on hand. When the item is such each record makes posting easy 
that other items in the line should and accurate. 





PET DEPARTMENT PULLS PROFITS 





One of the interesting features of the Central Hardware Co. of Fitch- 
burg, Mass., is its complete pet department which is located in the base- 
ment of the store toward the rear. In it are found birds, bird cages, dog 
collars and leaders and all types of pet accessories, foods and remedies. 
It’s human nature for people to keep pets of all descriptions and a depart- 
ment of this type is bound to attract customers and make them permanent 
friends of a store, to say nothing of helping sales in other departments. 
At any rate the Central Hardware Co. has found this to be the case 
and has also found that its pet department is a profit maker. 
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Reduced Their Lighting 
Costs 30 Per Cent 


In the absence 
of shadows, each 
item stands out. 
These windows 
are the bright- 
est ones in the 
entire district. 





A, installation of 


fluorescent lighting in the win- 
dows and the store has increased 
illumination from six to ten times 
for the Guttman Hardware Co., 
Perth Amboy, N. J., according to 
Milton J. Guttman, owner. Less 
wattage is used and lighting costs 
are approximately 30 per cent 
lower, despite the fact that the 
store and windows are _ better 
lighted than ever before. These are 
a few of the advantages of using 
the new fluorescent lighting in re- 
tail hardware stores today. 

“Now our windows are one of 
our best advertisements,” says Mr. 
Guttman. “They stand out bril- 
liantly among the other stores in 
our neighborhood community. 
People are drawn to the front by 
the brightly illuminated windows 
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and quite naturally look at the 
merchandise on display. Fre- 
quently they find something in a 
display they need and then they 
come in and buy. 

“Lighting costs are much lower. 
The light bill for July 1940 was 
$5.98 as compared with $8.38 in 
1939 when the old lights were still 
in use. We installed fluorescent 
lighting about a year ago and our 
fixtures and equipment cost much 
more than would the same instal- 
lation today.” 


Lighting units are installed 
close to the ceiling in 
the store. The two 48-in. 
units are used end to end. 
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Each window now has one 48-in, 
and four 30-in. fluorescent lamps 
using approximately 160 watts. 
Light intensity is very much 
ereater than before when incan- 
descent lamps totaling 300 watts 
were used. 

In the store, seven 48-in. fluor- 
escent lamps rated at 280 watts 
take the place of four 200-watt in- 
candescent lamps. Illumination is 
much more satisfactory in the 
store, shadows are practically elim- 
inated, and merchandise seems to 
show up much better. The new 
lighting is also much easier to 
work under especially where arti- 
ficial lights must be used all day 
long in the store. Daylight fluor- 
escent lamps are used in both the 
window and store fixtures. 


Fluorescent lighting increases 


illumination from six to ten 


_times for Guttman Hardware Co. 

































































Electrical appliances, 
small radios, novelties, 
pottery and other gift 
items are on this long, 
built-up table running 
through the center of 
the store. Limitations 
of space make duplica- 
tion of items a rarity. 


“If We Haven't 


Blair & Hampson, Waynesburg, Pa., 
features gift lines but doesn't 
neglect staples while doing it 


\ \ ITHOUT neg- 


lecting the sale of staple hardware 
lines Blair & Hampson Hardware, 
Waynesburg, Pa., goes after sales 
of gift lines, appliances, and other 
items of interests to the ladies. 
Located in Waynesburg, Pa., a 
community of 5000 not very many 
miles from Pittsburgh’s shopping 
centers, the store attractively dis- 
plays a varied stock of kitchen 
gadgets, staple kitchen needs, 
chinaware, lamps, etc., in a well 
lighted annex. Says W. J. Blair, 
son of one of the partners, “When 
customers want something we 
haven’t got we will get it. We 


Everything on these shelves is 
within easy reach of customers. 
Bulky items are upon the ledge. 
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Typical of the displays that greet 
customers entering from the front 
of the annex is this table which 
is simply arranged but effective. 


We Will Get It” 


try to get items we don't stock 
quickly, for the benefit of our 


customers.” 


Proper Atmosphere 


Getting the ladies into any store 
is one of the most important steps 
in selling the feminine trade. Even 
though many women visit stores, 
from time to time, just to look 
around and to satisfy their natural 
curiosity, there must still be the 
proper atmosphere and variety of 
merchandise that will put them in 
a buying mood. The wife of one 
of the proprietors helps in the 
selection of many gift articles in 
order to be sure that the store 
stocks items of interest to local wo- 
men. Because of space limitations, 
samples are usually shown instead 
of mass displays. Much of the 
merchandise is delivered to cus- 
tomers from surplus stock. 
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The housewares section is in a 
room 25 by 70 ft. in size which is 
connected in the rear with the 
general hardware department dis- 
play room. Previously the gift- 
wares display room had _ been 
used for storage purposes. Traf- 
fic from the hardware department 
is drawn into the housewares de- 
partment because accounts are 
paid in the rear of the housewares 
store. Customers visiting the store 
to pay accounts must pass by at- 
tractive showings of table appli- 
ances, dinnerware, lamps and nov- 
elty items. 

American-made lines are fea- 
tured and constitute the largest 
part of the stock. The majority 
of the gift items are priced from 
50 cents to $5.00 or $6.00, al- 
though there are some numbers 
above and below that range. Din- 
nerware is offered in 32, 43, 53 
and 94-piece sets, priced from 


The cashier’s desk is lo- 
cated under a display of 
books. Kitchen cabinets 
and other equipment are 
featured at the right. 


$1.98 up. There are sets at $6.50. 
$8.78, $9.95 up to as high as 
$48.50, regularly in stock. Sets 
priced, around $8.00 and $9.00 


are the best sellers. 


Frequent Changes 


Since a gift shop not only pro- 
vides giftwares for local festivi- 
ties but is called upon for items 
to be shipped out of town, the 
store will mail such gifts to dis- 
tant points as a service to its cus- 
tomers. Stock is constantly shifted 
and rearranged, complete changes 
being effected about three or four 
times a year. Wall units are used 
for showing some of the lower 
priced items and for gifts such as 
mirrors, plaques, etc. Items for 
tea parties, table settings, etc.. are 
attractively featured on pyramided 
table displays in the center of the 
annex. 



















Here’s the store—almost under 
the bridge and several blocks 
from the main shopping center. 
Service brings the customers. 





“Under the Bridge”’ Bu t 


This advertise- 
ment very aptly 
expresses the 
idea of service 
that is behind 
the operation 
of this store 


“Hello! Brownsville Hardware 


Will You Please 


Send Me a 
Box of Tacks?” 


ou need § 
Now, 
ywn town for 


come a& 
: paints or 


i its hardware, 
found 





other item 
store, we'll se 


} yt eeecre 
giadly- and quic ly! 


very day! 


We're out your way © 


Phone 


BROWNSVILLE 
HARDWARE CO. 


of Store 


Park in Front 


—— Under the Bridge 
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put don't want to stop 
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us! We'll deliver! 
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store must have good traffic or get 
in a deep rut is not news. And 
when a store is located away from 
the main traffic arteries and shop- 
ping areas, and practically under- 
neath a high vehicular bridge it 
must really go after customers to 
offset those disadvantages. Service 
and consistent advertising of its 
services and merchandise enable 
the Brownsville Hardware Co., 
Brownsville, Pa., to pull trafhe 
from the bridge and around the 
corner to its store. Brownsville is 
a town of 8,000 population, con- 
sisting mostly of miners and thei: 
families, and is within easy reach 
of Pittsburgh. 

A consistent advertising pro- 
gram, including both merchandise 
and institutional style ads, was 
launched in 1937 when the store 
moved to its present quarters. Each 
of the ads, which are published at 


least three times a week, points 
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The Brownsville Hardware Co. has 


obtained results from service 


and advertising although it is 
off the beaten path of traffic 


out that customers can “park in 
front of the store” and that it is 
“under the bridge.” Emphasizing 
the service angle, the store recently 
published an ad, which said in 
part, “Hello! Brownsville Hard- 
ware. will you please send me a 
box of tacks?” Expressed willing- 
ness to offer such service, which 
practically no consumer would re- 
quest, really makes an impression 
on customers. The store’s three 
trucks help provide full coverage 
of the entire trading area all day 
and every day. The ad further 
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stated, “We're out your way every 
day! ’Phone us! We'll deliver!” 
Spring sales have been promoted 
each year since 1937, these events 
being publicized by broadsides 
and by reference in the newspaper 
ads. About 12,500 circulars are 
mailed to homes in the store’s 
trading area and an additional 
2,500 are hand-distributed in the 
immediate vicinity of the store. 
As to service, John F. Rickard, 
assistant manager, says, “When a 
customer ‘phones about a burned 
out electric iron we will send her 


Despite the compactness of this section, everything can be seen with 
Lighting fixtures are shown above the appliance department. 


t | They’re High on Sales 


irons priced from $1.49 to $8.95. 
Nine times out of ten we will sell 
an iron and three out of five sales 
will be of top price numbers. Re- 
cently ‘a woman "phoned saying 
she had three shades of enamel in 
mind, but did not know which one 
she wanted. We sent out three 
shades of enamel and_ several 
brushes.” 

The store entered the major ap- 
pliance field in 1938 and gets 
leads from a local utility com- 
pany on ranges, refrigerators, etc., 
as well as kitchen planning serv- 
ice. It has averaged about 50 re- 
frigerators, 15 ranges (electric and 
natural gas) and about 15 wash- 
ing machines each year it has been 
in the appliance field. The store’s 
sales of appliances for the first 
seven months of this year totaled 
60 refrigerators, 35 washing ma- 
chines and 16 ranges, as well as 
four complete kitchen _ installa- 
tions. Store demonstrations are 
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held from time to time on items 
such as electrical roasters. 

John F. Caulley, owner and 
manager, who writes most of the 
ads, says, “We find our price has 
to be right because a customer 
comes to you for that reason and 
as the result of attentive, courteous 
service and prompt delivery. All 
appliance deliveries are checked 
by outside salesmen who must see 
that everything is correct. Our 
salesmen are delegated to make 
any reasonable adjustments when 
there are complaints on appliances. 
You never win an argument with 
a customer. The customer is al- 
ways right. Salesmen demonstrate 
washers in the homes of prospects 
and will leave machines for two 
washings. In the past two years 
we have not had to bring any 
washers back to the store follow- 
ing these home demonstrations. A 
competent outside man sells plumb- 
ing, etc., and will frequently sell 
a $100.00 outfit when the prospect 
originally inquired about a $49.00 
set-up.” 

Refrigerators and ranges are 
sold on time payment plans, the 
paper being handled by a finance 
company. Plumbing, heating, roof- 
ing and electrical work, handled 
on time payment basis, is fi- 
nanced through FHA loans. -Even 
in the instance of a credit sale 
involving as small an amount as 
$3.00, the credit rating is checked 
with a local credit bureau. 


Constant Changes 


The Brownsville Hardware Co. 
employs a staff of 15 employees, 
and its three-story building has 
floors of about 29 by 54 ft. in 
size. Prior to its location in the 
present quarters the firm had, at 
different times, occupied two other 
stores. The first move was to cut 
overhead and to get an up-to-date 
establishment. The business was 
moved to its present location 
“Under the Bridge” and across 
the street from its second location 
in order to provide better facilities 
for business. Says Mr. Caulley, 
“We are making changes every 
day and when we get ideas we go 
through with them. We have 
studied mail order catalogs and 
try to adapt ideas we get from 
them.” 
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HE Bunting Hardware Company 

unit, located in Independence. 
Missouri (one of the best hardware 
towns in the Show-Me state) cele- 
brated its tenth anniversary with 
a two-week sale that sent the sales- 
barometer rocketing. 

Basing its psychological appeal 
upon the qualities of its small-town 
and rural clientele, the store placed 
full-page advertisements in the 
town’s daily newspaper and in an 
inter-city, community weekly, which 
were geared to a “folksy” note. 

“We're Sticking our Neck Out!” 
proclaimed one advertisement in 
large reverse lettering against the 
elongated neck and head of a 
giraffe, and continued, “but what do 
we care? It only happens once in ten 
years. The Treat’s On Us!” 

“Dog-gone good values,” an- 
nounced the store in another section 
of the same advertisement, graphic- 





A 100 Per Cent Sales Increase 


ally emphasized by the picture of a 
large dog. 

The picture of the crowd before 
the entrance of the store on its open- 
ing day in 1930 was used to high- 
light another advertisement, pub- 
lished Friday, June 28, with special 
attention called to an old Model-T 
out in front. 

Opening day sale was attended by 
about 3000 persons who boosted the 
store’s regular Saturday sales of ap- 
proximately 300 to well over 600— 
a generous 100 per cent increase! 
The same ratio of increase continued 
throughout the two-week sale. 

Ernest Brown is manager of the 
Independence store operated by 
Bunting’s. The store is unique in its 
possession of two skylights, about 
6 by 8 ft. each, about half-way back, 
which provide plenty of good day- 
light on the well arranged merchan- 


dise. 
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Reproduction of advertisement published June 28, 1940 
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A real winter sports’ 
atmosphere fills this 
department and every- 
thing is easily seen. 


A closeup of the ski- 
chart. The “snow” and 
branches give an au- 
thentic winter touch. 


Winter Sports Move Up 
a Floor--Sales Move Up Too 


é ¥ provide a better 


opportunity for the inspection of 
ski equipment and give more 
room to other lines on the main 
floor, the Silliman Hardware Co., 
New Canaan, Conn., recently 
moved its winter sports section to 
the second floor of the main store. 
And the change has been decided- 
ly worth while. 

Says Roger Silliman, vice-presi- 
dent of the company: “This is the 
first year in which skis have been 
on the second floor. We notice 


JANUARY 9, 1941 


The Silliman Hardware Co., New 
Canaan, Conn., finds the change 


has helped increase business 


in its winter sports department 


people going to the display are 
more enthusiastic about the lines 
handled. The average person visit- 
ing the department will spend 
more time there, than when the 
display was on the main floor. 
And the average customer in the 


department will now spend more 
money than people did with the 
old set-up. Our salesmen. on the 
main floor. call attention of all 
customers to the second floor ski 
display. One of our men checks 
on news of ski activities, via radio 


47 




















Customers in the ski-shop are greeted with this interesting line- 
up of skis and equipment against the background of a stockade. The 
bench is used for display purposes and the comfort of customers. 


programs, etc., and is in a posi- 
tion to tell ski enthusiasts where 
there is good skiing.” 

Business. in skis, skates and ac- 
cessories, is better this season than 
1939-1940 


season. although it is not possible 


it was during the 
to make any definite comparisons 
at the present time. Ski boots are 
offered at $4.95 and two Ameri- 
can lines of skis are offered, at 
prices ranging from $1.50 to $20. 
with the $8.50 grade the most 
popular seller. Toboggans are of- 
fered in sizes of from 5 to 10 ft.. 
priced from $3.95 to $12.50. to- 
gether with kiddie-size toboggans. 
The store handles chiefly one good 
line of skates, with shoe skates. 


Frequent Advertising 


Ski charts, instructing skiers on 
the various methods, turns, etc.. 
are available at the store as well as 
copies of Ski News, a publication 
for skiing fans. From time to time 
newspaper advertisements are pub- 
lished to attract ski fans, and di- 
rect mail material is sent out to 
at least 1400 homes. 
to skis, tobboggans, sleds and ice 


In addition 


skates, a number of ski accesso- 
ries including caps, goggles. ski 
suits, etc., are interestingly shown 
in the special ski shop. 

The ski shop was designed to 
permit good service and provide 
customer comfort in the right at- 
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mosphere. The floor is covered in 
burlap, on which pine needles and 
artificial snow have been sprin- 


kled. The entrance to the “L” 
shaped structure is next to a 
stockade, the top of which is cov- 
ered with cotton “snow,” tree 
sprigs, etc. Over the main section 
of the display is a tilted roof, cov- 
ered with “snow” and branches 
of trees. There are benches and 
stools for customers to use when 
trying on skates, snowshoes, ski 
boots, etc., and the entire depart- 
ment is well lighted to make it 
really inviting to winter sports 
fans. 


Ample Stocks 


Although New Canaan is a town 
of from 5000 to 6000 and is with- 
in easy reach of larger communi- 
ties the store stocks at least 50 
pairs of skis, 150 pairs of skates 
and a good variety of accessories. 
About two-and-one-half turnovers 
were enjoyed in the 1939-1940 
ski season and the skate section 
enjoyed abo ut one-and-one-half 
stock turnovers. 


Artificial Flowers Increase 
Pottery Sales 


ANY hardware stores have 

found that pottery is a valu- 
able side line to handle. It lends 
itself to colorful and attractive dis- 
plays and is an excellent means of 
catching the eyes of women shoppers. 
Mrs. Schwering, who takes an active 
part in running the Schwering Hard- 
ware Store in Palmyra. N. J., has 
gone a step further with the pottery 
idea. She sets off her colorful pot- 
tery displays with vases of flowers 
that would do justice to a florist’s 
shop. Her flowers are all artificial, 


though the eye itself can hardly tell 
the difference. 

Flowers sell for 20 cents a stalk 
and add a handsome profit to any 
sale of vases or bowls that go with 
them. All kinds are sold, in fact. 
Mrs. Schwering keeps her flower 
displays in harmony with the sea- 
sons, using different displays for 
spring, summer, autumn and winter. 

The pottery displays with the 
flowers are placed in a well-lighted 
portion of the store and novelties are 
also shown there. 


Artificial flowers and pottery are combined in this table 
display with the result that sales of each are increased. 
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More Space—More Sales! 


J.B. Simon & Bros., West Chester, Pa. 
has increased display space fwe fold 
and boosted sales with one fixture 


DDITIONAL display space was 

a problem in the store of J. B. 
Simon & Bros. until E. M. Simon, 
partner, developed a simple display 
fixture and installed it in the front 
center part of the store. This com- 
pany is located in West Chester. 
Pa., a community of nearly 13,000 
people. 

This fixture now provides about 
five times the amount of display 
space that was available before, ac- 
cording to Mr. Simon. Merchan- 
dise such as galvanized ware which 
could not be shown on the main 
floor can now be displayed from 
time to time in this unit. Aluminum 
housewares occupy one entire side 
of the fixture and this department 
now is much more attractive to 
women. As a result, sales have in- 
creased more than 25 per cent on 
this line alone. 

A complete line of white: and col- 
ored enamelware is shown on the 
same side as the galvanized items. 
The design of the rack, divided into 
sections as it is, makes it possible 
to show various types of items on 


a side without danger of conflict. 

Another splendid feature of the 
fixture is the ease with which dis- 
plays can be changed if it is neces- 
sary to show other seasonal items 


in this important display space dur- 
ing the year. In arranging a new 
line of seasonal goods, all that has 
to be done is to remove the present 
merchandise and set up the new on 


Aluminum ware occupied the other side of the fixture which is 


not quite so deep. 


Specials are on the small table in the cen- 


ter with popular selling goods on shelves nearest the aisles. 


Seasonal galvanized ware is arranged easily in half of this side 


while enamelware is shown in the other part. 
the display but delivered from stock. 
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Items are sold from 
The display is kept intact. 


’ 
the shelves. No display 


equipment is necessary to secure an 


special 


appealing display such as is neces- 
sary if display tables are used. 

“We now have better looking dis- 
plays than ever before,” said Mr. 
Simon. “No one in our firm is an 
expert display man, but all of us 
can arrange attractive displays in 
this unit.” 

Modernistic designs. revealed in 
rounded shelves and bases, have a 
practical as well as decorative value. 
Customers cannot hurt themselves if 
they bump the rounded ends. The 
unit is constructed of redwood and 
is finished with clear shellac. Shelves 
are 12 in. wide. The fixture now 
has four shelves and others can be 
added if the merchandise to be 
shown requires it. The entire dis- 
play was also built at a very moder- 
ate cost. 











Tool assortments 
for the home work- 
shop are featured 
in this window dis- 
play. Effective use 
is made of manu- 
facturers’ display 
material in demon- 
strating the uses 
of the various 
items shown. 








go Retail Hardware Association 


from the model store of the Chica 





White space is an 
essential in good 
advertising and 
this display from 
the model store 
made good use of 
that principle in 
this showing of 
cast cooking uten- 
sils. This type of 
display attracts 
attention because 
of its simplicity. 
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EASY DEMONSTRATION 
OF 500 SERIES 
STEPS UP SALES 


Demonstration is one of the 
most effective of all selling 
tools for the gun dealer. And 
the Remington 500 series of 


.22 rifles ... the Models 510, 


511, 512, and 513... are 
made-to-order for a demon- 
stration by the hardware 
salesman. 

Why? Because they have 
so many important features 
which any shooter can see 
and appreciate. Take the bolt 
alone. It’s self cocking. It 
has double cams, double lock- 


ing lugs, double extractors. 


An indicator on the firing 
pin shows when it is cocked. 

These are only a few of 
the sales features of these 
guns. Notice, however, that 
they can be easily pointed 
out, and that their advan- 
tages to the shooter are ob- 
vious. Features like these 


(plus many others) explain ° 


the sales success of the 500 








2,225,000 Shots... and 
what they prove! 


There’s a small group of men up in our 
ballistics department who fire an average 
of 195,000 rounds of Kleanbore .22’s every 
month—about 2,225,000 shots a year! 


Why do they have to burn up such a 
whale of a lot of ammunition? Because 
every lot of Kleanbore .22’s is tested not 
only for accuracy but for every quality a 
good cartridge should have. 


Ballistics experts pick up cartridges for 
testing at random all along the production 
line from loading to packing. Tests are 
made four times per shift or eight times a 
day. Tests are made for sensitivity, veloc- 
ity, pressure, accuracy, casualty (firing in 
different makes and types of arms), and 
uniform crimp. 


It is this constant testing—testing— 
testing that enables Remington to main- 
tain the uniform high quality shooters 
have come to expect from Kleanbore .22’s. 
It is this te-ting which helps us to say— 
“Tf it’s Remington, it’s right!” 


A Remington Dealer Letter with a timely message 
for you will appear on this page—in each (ssue. 
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IT’S POWER 
like this... 


that makes 
Kleanbore 
Hi-Speed .22's 
first choice 
among shooters! 


It takes plenty of wallop to 
stop a ’gator . .. but this 
picture proves that a Klean- 
bore Hi-Speed .22 has what 
it takes to do the stopping! 

The 36 grain hollow point 
bullet leaves the rifle muzzle 
at 1400 feet per second... 
faster than the speed of 
sound, with a muzzle energy 
of fully 157 foot-pounds. 

The hollow point bullet is 
designed for maximum effec- 
tive expansion. Above is a 
cross section of one of these 
bullets, and the whole bullet 
before and after impact. 
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WHO GETS RIFLE 
CLUBS STARTED? 





HUNTS COON AND POSSUM 
ALL NIGHT — SLEEPS ALL 
DAY AND DONT EVEN WAKE 
UP TO CLEAN HIS RIFLE 





SINCE HE STARTED 
USING KLEANBORE 
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The tremendous upswing 
of interest in target shooting 
has created an important new 
source of business for deal- 
ers. But not all of this inter- 
est is being capitalized upon. 
We’ve heard of many dealers 
who have not depended on 
others to get clubs started. 
They are starting the ball 
rolling themselves, sometimes 
through fraternal organiza- 
tions, Legion Posts, etc.; 
sometimes entirely on their 
own. And these dealers are 
finding it a type of friendly 
neighborhood service which is 
highly profitable for them- 
selves. 


CAN YOU IDENTIFY THIS 
FAMOUS SPORTSMAN? 


A great American states- 
man, he got his start in poli- 
tics by* proving his marks- 
manship. While stumping 
for office in Kentucky, his 
audience of backwoods sharp- 
shooters challenged him to 
prove his ability with a rifle. 
A target was set up at 80 
yards. The candidate drilled 
it so neatly no one would 
compete against him. He 
carried the district ... won 
the election. This was, way 
back when the first Reming- 
ton factory was being built. 
Known as “The Great Paci- 
ficator,”” he sponsored the 
famous ‘Missouri Compro- 
mise." Who was he? 


Answer to last week's quiz: 
Daniel Webster 
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“‘Kleanbore”’ and “‘Hi-Speed’’ is Reg. U. S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 
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E. G. Lindquist, secretary, Ace Hardware Corp., Chicago, Iil., 
s a fisherman of no mean ability. Here's “Gern’ at Nestor Falls, 
Ont., Canada, with a dandy he landed during a recent fishing trip. 
He says that this picture shows, ‘How snooty a fellow can get 
when he gets some fish and his companions don't which was the 
ase on this occasion.” As to why he doesn't go fishing oftener, he 
says, “I am so busy running around the country on business (and 
being only the secretary must do as 1 am told), that I cannot 
ndulge in the desire to go fishing as often as I would like.” 





The beauty of Illegan Falls, on the Baptism River, in 
Minnesota, so appealed to F. W. Crary, Boone, Iowa, 
hardware dealer that he mode this sketch of that 
beauty spot. Painting and drawing are his chief hob- 
bies although he also enjoys teaching youngsters how 
to swim, and was in fact responsible for the building 
of a swimming pool in his community. Hunting, trap- 
shooting, skating, boating and fishing are other sports 
that he finds interesting. At other times he goes on 
hiking and camping expeditions with local Boy Scouts. 
Mr. Crary is shown in action before an easel. While 
in New York City last year to visit the New York 
World's Fair he drew sketches of some of the people 
with whom he became acquainted and of some of the 
places he visited. He has also enjoyed drawing and 
painting rural scenes, and reproductions of the St. 
Lawrence county, New York, country from which his 
folks came. Often, while waiting for a friend to arrive 
at some meeting place, he will make a sketch of his 
surroundings. Mr. Crary was 50 years of age when he 
took and passed the Red Cross Life Saving Test, at 
Iowa State College. He studied life-saving after hav- 
ing had difficulty in rescuing a boy struggling in the 
Des Moines River. He is a member of the HARDWARE 
AGE Fifty Year Club and has been active as a hard- 
wareman for more than 54 years 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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All-Truck Trucks 
Better Than Ever! 


International Harvester is proud to present “The 
New Internationals”... beautiful in appearance, 
powered beyond requirements, engineered for 
unbeatable economy. 

The heart of the remarkable economy 
in all the light-duty models is the new 
International-built Green Diamond 
Truck Engine. ..exclusively International. 
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The smooth performance of this power-giant, plus its 
sensational low-cost operation, make these new K-Line 
Internationals big money -savers on any hauling job. 
There are new double-anchor hydraulic brakes; 
long, easy-riding springs; sealed-beam headlights; 
safety glass throughout; a new all-steel Safety Com- 

fort-Cab; and many other features. 
Phone any International Dealer or Branch 
for a New International demonstration. And 

write for a catalog. 


INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue Chicago, Ilinois 


The new Green Diamond Engine 





Knapp-Monarch Counter Display— 
Three to seven Knapp-Monarch elec- 
trical appliances may be arranged 
on this four-color window or counter 
jisplay offered by the Knapp-Mon- 
arch Co., 3501 Bent St., St. Louis, Mo 
to dealers with an order of K-M ap- 
pliances. It is built of / in. display 
board with a wood base. Ivory 
fire red, and licht and dark blue 
“ol " used. 


To Help You 


Sate, Manufacturers Offer 


‘ ‘ 


a “> 
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“GARDEN .W/SS SHEARS 


Garden Shear Merchandiser — 
Known as the No. G.T.41, this mer- 
chandiser displays 32 pairs of shears ons 
n a space, according lu the manu- SARCALC 
facturer, J. Wiss & Sons Co., New- —_ 
ark, N. J., equal to that normally oc- ‘ 
cupied by two hedge shears. Fin- 
ished in green with red lettering, is 
15 in. deep, 27 in. long and 19 in 
high, and has a shipping weight 
of 10 lbs. Costs $1.00 and is adapted 
to handling G.T.41 assortment, con- 
sisting of eight hedge shears, 12 
aress shears and 12 pruners 





Barcalo Panel Board—This 
panel board for wrench sets 
and open end wrenches is 
offered by Barcalo Mfg. Co., 
Buffalo, N. Y. The plywood 
boards, 19 in. wide and 31 in 
high, are painted blue with 
chrome trim. Board is supplied 
free with orders of $20.00 or 
more 


Woodruff Window Trim—At the 
left are shown three sections of the 
five-piece window trim which re- 

een r , “seh cently has been made available to 
inne Qa y dealers by F. H. Woodruff & Sons, 
*. SF : Milford, Conn. These are’in four 
we Peg colors, the largest one of the set 
: standing over 30 in. high. The vary- 
ing sizes of the panels make it 
possible for the dealer to make up 

a display to fit his own needs. 
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Magic Chef Window Trim—Range 
display material in a “star span- 
gled” manner is offered by the 
American Stove Co., 4301 Cleveland, 
Ohio, for fall and winter range pro- 
motion. Four colors, red, white, blue 
and silver, are used in the display 
material. The cost of this trim (L-707) 
is $3.85. 
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Sell More Goods 


These Display Helps 


New Kitchen Utensil Rack—This 
new eye-level self selling display 
rack for ‘Hand-Fit’ kitchen tools is 
offered by Wallace Bros., Walling- 
ford, Conn. The rack is 17 in. high, 
18 in. wide and 8 in. deep. It is 
constructed of heavy wire and is 
furnished with the purchase of an 
assortmerit of kitchen tools 


C. A. Lund Counter Poster— 
This color poster is offered free 
for window displays or for 
decorative use in ski shops by 
the C. A. Lund Company, Has- 
lings, Minn. The cover of the 
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CEL-O-GLASS 


New “Cel-O-Glass” Card—E. |. Du 
Pont De Nemours & Co., Inc., Wil- 
mington, Del., is offering dealers this 
attractive counter card on “Cel-O- 
Glass.” It is printed in several colors 
and contains pockets for folders on ‘--.- ~ 
the use of the product. It is supplied GUARANTEED © YEARS 
free to dealers. 
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makers of hay tools, fence stretchers, 
and barn equipment. Increases are 
considered probable on some of 
these items. 

1941 * * * 
Builders’ and shelf hardware 
Late in December some manufac- 
turers of lock sets and other build- 
ers’ lock hardware withdrew prices. 
announcing increases, effective im- 
mediately. The increases will aver- 
age approximately 10 per cent. New 
price lists are being prepared, show- 
ing details. A number of manufac- 
turers report great difficulty in ob- 
taining zinc and cadmium for plat- 
ing, these shortages being common 
among nearly all quantity users be- 
cause of the tremendous call for 


January 9, 





ADVANCES 


Automatic water heaters. Some makes ladders. 

Wood dowels. One line bovs’ wagons. Rubber, friction tape. 
Some builders’ hardware items. Shellac. BX cable. 

Sheathed cable. Bicvcle tires. Cotton clothes line. 

One line screens, screen doors, combination doors. 


Cotton wrapping twines. Wood screws. Cap, set screws. 





Jan. 1, 1941. Prices were increased 


from 2% to 5 per cent over their 


4utomatic water heaters— 





Early in December some makers ad- 
vanced prices on automatic watet 
heaters on an average of 5 per cent. 
+. * * 
Pump leathers—Because many 
factories report difficulty in getting 
the proper grades of leather stock. 
advances seem imminent on pump 
leathers. 
% * * 
Ladders—All makers of lad- 
ders report suitable lumber more dif- 
ficult to obtain, with deliveries very 
slow. One large maker in the Mid 


schedule of a year ago. 

* * * 
Croquet 
next season show changes in styling. 
manufacturers 
lower prices on competitively priced 


Some 


numbers. 


Hay tools, wire stretchers, etc. 
—Distributors learn that new price 
lists are being prepared by leading 


* * * 


‘4 


-New samples for 


have 


rustproofed products for the govern- 
ment programs. On Dec. 26 one 
maker announced revisions effective 
Jan. 2, averaging about 10 per cent 
higher, on cast iron base knobs, bar 
lifts, sash locks, screen hangers and 
C. & H. hooks. On Dec. 20 some 
track and hangers were raised 5 to 
10 per cent. 
* * * 

Linseed oil, etc—While re- 

cent quotations on linseed oil and 





CONTRACTS AWARDED FOR ALL BUILDINGS USING 
FINISHING HARDWARE, IN 37 STATES EAST 
OF THE PACIFIC COAST STATES 


Percentages figured using 1926 as basic figure. 


1926 is the first year the F. W. Dodge Corp., New York City, reported figures 
for the 37 states east of the Pacific Coast States. 
Total Resid. and 


Non Residential %o 
$5,205,103,700 100.0 
5,028,628,400 96.6 
5,298,260,700 101.6 
4,506,208,500 86.9 
2,87 1,876,400 55.2 
1,932,006,200 37.1 
760,857,500 14.6 
656,651,500 12.6 
795,286,500 15.3 
1,155,014,200 22.2 
1,755,495,500 33.7 
2,055,348,500 39.5 
2,058,017 ,000 39.5 
2,299,910,000 44.2 


West advanced prices in November. 
Another made a moderate partial 
increase, effective Dec. 15. 


& * - 


Wood dowels—Effective Jan. 
1, one maker announced an advance 
of 10 per cent on all wood dowel 
prices. 


Residential % NonResidential % 
$2,671,207,300 100.0 $2,533,896,400 100.0 
2,574,603 ,900 96.3 2,454,024,500 96.8 
2,794,317,400 104.6 2,503,943,300 98.8 
1,915,987,500 71.7 2,590,221,000 102.2 
1,101,312,500 41.2 1,770,563,900 69.8 
811,389,000 30.4 1,120,617,200 44.2 
280,067 ,900 10.5 480,789,600 19.0 
251,731,400 9.4 404,920,100 16.0 
249,111,200 9.3 546,175,300 21.5 
478,895,800 17.9 676,118,400 26.7 
801,844,700 30.0 953,650,800 37.6 
905,916,800 33.9 1,149,431,700 45.4 
985,787,000 36.9 1,072,230,000 42.3 
1,334,272,000 49.9 965,638,000 38.1 


Year 
1926 
1927 


Brooms—Makers of floor and rene 


push brooms are being embarrassed 1930 
by shortage of fibers and rattan. 1931 
Some manufacturers express the be- 1932 
lief that rising costs will force some 1933 


: 1934 
advances this month. 1935 
* * * 


1936 
Wheel goods—Wholesale dis- 1937 

tributors generally report that wheel pte 

goods sales were ahead, in 1940, of 

1939. One leading maker of boys’ 


10 mos. 
wagons has issued new prices as of 


* * x 


1940 1,284,831,000 48.1 963,655,000 38.0 2,248,486,000 43.2 





Courtesy of F. W. Dodge Corp 
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ADVANCES 
EXPECTED 


Pump leathers. Floor, push 
brooms. Hay tools, fence stretch- 
ers, barn equipment. 





(Susiniss 





turpentine, in the off-season, have 
been reasonably steady, shellac 
prices have taken a number of ad- 
vances of five cents each, per gal- 
lon. Importations of gum shellac 
have been slower, of course, and the 
heavier rate of buying, toward spring 
needs, has aggravated the shortage. 


* * * 


Electrical sundries — Leading 
makers of rubber and friction tape 
have put out higher prices, in effect 
Jan. 1, with the average reported at 
about three cents per pound. One 
source reports varying changes, 
ranging from one to five cents. A 
recent advance is reported, of about 
5 per cent, on BX and sheathed 
cable. 


* %* 


Bicycle tires—Jobbers report 
from leading sources a recent in- 
crease of 10 cents per pair on black, 
and 15 cents per pair on white tires. 
Replacement sales in recent times 
have been running more heavily to 
the better qualities, and some dis- 
tributors feel that the total units 
sold will continue to decline. as the 
life per unit lengthens. 


* * cag 


Brushes—Dealers’ erders for 
all styles of brushes for spring have 
been remarkably heavy, usually un- 
der the urging of factories and 
wholesalers, and to avoid further ef- 
fect of the steady price rise and the 
growing scarcity. Retail price classi- 
fications have been completely upset, 
except for instances where lesser 
qualities are fitting into former 25 
cent, or 50 cent groups, etc. Good 
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brushes of long bristles, when ob- 
tainable at all, are sometimes 100 
per cent or more away from their 
earlier normal valuations. 


* * * 


Cotton lines—During Decem- 
ber advances were issued by some 
mills on cotton clothes lines, also 
on cotton wrapping twines.  In- 
creases averaged about one cent per 
pound on twines and about $1.00 per 
gross on competitively priced clothes 
line. Mills making cotton products 
have in recent months come close to 
record operations aided, of course. 
by the Army and Navy equipment 
program. It has been estimated that 
government orders placed, to date. 


will take around 100.000 bales of 


V 





DECLINES 


Some competitive grade croquet 
sets. Fluorescent Mazda lamps. 
One line linoleum. 





cotton. As yet leading makers of 
cotton gloves and mittens have not 
issued prices for the fall. Most 
concerns are inclined to restrict for- 
ward purchasing to normal orders 
only, refusing to lend themselves to 
speculation. 
* * Ye 


Screw products — Nearly all 


major types of screw products have 


States comprising regions in these charts: 
New England—(Conn., Maine, Mass., N. H., R. L, Vt.) 


Middle Atlantic—(N. J., N. Y., Pa.) 


East North Central—(Ill., Ind., Mich., Ohio, Wis.) 
West North Central—(liowa, Kan., Minn., Mo., Neb., N. D., S. D.) 


South Atlantic—(Del., D. C., Fla., Ga., Md., N 


C., 8. C., Va.. W. Va.) 


East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas) 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 








Stock-sales ratios are percentages obtained by dividing the cost value of stocks by «ales 


of an identical group of firms. 


been repriced recently by leading 
makers to cover orders commencing 
Jan. 1. The changes have been gen- 
erally moderate, as may be seen 
from the former and the new base 
price comparisons. 


Wood screws 
" Hl. Bright 

H. Blued 

H. Brass 

H. Brass 


Cap screws 

up to 1 x 8 in 
Set screws 

up to 1 x 6 in 


New Base Old Base 
52% -25% 5714-25% 


As to machine screws, the new base 
on steel is 65 per cent, and on brass 
60 per cent. 

. * * 

Fluorescent Mazda lamps—Re 
ductions of 10 to 15 per cent in list 
prices of fluorescent Mazda lamps 
were announced as of Jan. 1, 1941. 
The price reduction was attributed 
to a combination of factors. The 
lamp has been on the market for 
only three years. Average list prices 
of fluorescent lamps have been re- 
duced about 50 per cent in the last 
Among lamps affected 
by the price reduction are those in 
daylight and white which are re- 
duced as follows: 


two years. 


15 watt from 95¢ to 85¢ 

20 watt from $1.25 to $1.10 

30 watt from $1.25 to $1.10 

#) watt from $1.90 to $1.60 

100 watt from $3.75 to $3.50 
Prices on colored fluorescent lamps 
in 18, 24 and 36-in. lengths, rated 
at 15, 20 and 30 watts respectively 
have been reduced 10 to 30 cents. 


* * cs 


Coincident with 
the announcement of the addition of 
a new lower priced inlaid linoleum, 
Nairn Crest inlaid linoleum, Con- 
goleum-Nairn makes known a price 
reduction in its present lines of 
Treadlite-De Luxe and Treadlite- 
Service inlaid linoleum. New Zone 


Linoleum 


60 


1 list prices of Nairn Treadlite 
linoleum will be as folows: Nairn 
Treadlite De Luxe Karnean $1.041,,, 
formerly $1.1314; Nairn Treadlite- 
De Luxe Veltone 98c, formerly 
$1.07; Nairn Treadlite-Service Kar 
nean 89c, formerly 93; and Nairn 
lreadlite-Service Veltone 83c, for- 
merly 8414c. The Zone 1 list price 
of the new Nairn Crest Inlaid lino 
leum will be: Nairn Crest Inlaid 
Linoleum Karnean 73c; Veltone 
67 Voc. 
* * a. 
(See page 62 for independent 
retail dealers’ sales) 


* * x 


Screens, screen doors, etc. 
Che Continental Screen Co., Detroit. 
Mich., has advanced dealer list 
prices on its entire line from 5 to 7 
per cent. Combination screen and 
store doors and full size window 
screens were advanced in December. 


1940. the advances gn screen doors 


and extension window screens be- 
came effective Jan. 2, 1941. An an- 
nouncement from the company 
“Increased manufacturing 
costs — particularly the strong ad- 
vance in the price of lumber—during 
the past few months made it abso- 
lutely necessary for us to issue a new 
schedule of prices.” 


states. 


n * * 


Leather products—While the 
defense program has stimulated the 
demand for leather substantially, the 
increase has been less than in many 
other industries. Leather is used 
in about 200 different articles in the 
Quartermaster’s Procurement Divi 
sion, but the main purchases of the 
government during the past several 
months have been in shoes for the 
enlarged fighting and _ training 
forces. These requirements are al 
ready about three times the normal 
Army purchases. Hide prices have 
been rather depressed during 1940 
as a reaction from the sharp increase 
a year ago, and even the recent heavy 
government purchases have not 
greatly strengthened prices. Recent 
weakness also is partly due to the 
lower quality of winter hides, for the 
best hides, commanding the best fig- 
ures, are produced in the summer 
time. Leaders in the tanning indus 
try feel certain that they have the 
capacity and ability to supply the 
government’s maximum needs of 
leather without any sharp price in- 
creases, if speculators can be kept 
out of the hide markets. 

* * * 


Paint sales —— October sales. 
the latest reported, of paint, varnish, 
lacquer and fillers, reported by 579 
manufacturers to the Bureau of the 


totaled $37,748,285 com- 
(Continued on page 124) 


Census, 


Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 


group of firms. 
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IS BUILT INTO 


oduction line 
ne size 


Four especially designed machines performing multiple 
Precision operations on cylinder blocks—typical of the 
equipment on Briggs & Stratton cylinder block lines. 





... The Most Modern And Fully Equipped 
Plant In The Small Gasoline Motor Industry 


Briggs & Stratton is more completely “tooled up” for the pre- 
cision production of small gasoline motors than any other plant 
in the industry . . . and this is but one of many reasons why 
you can be sure of uniformly high quality in any motor bearing 
the Briggs &. Stratton trade-mark . . . why continued perform- 
ance records have earned such a reputation for Briggs & 
Stratton motors that they outsell any other make in the world. 
BRIGGS & STRATTON CORP., Milwaukee, onsin, U. S. A. 
: ! Pe cbt Aton <a 


IT’S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
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SALES OF 1.589 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 
November, 1940 





Dollar Sales 
Per Cent Change 
Number Nov., 1940, Nov., 1940, 
of Firms IS. vs. November, November, 
States by Regions Reporting Nov., Oct., 1940 1940 1939 
New England 78 —9 $ 773,957 $ 725,963 
Maine 10 - --34 47,316 50,856 
Vermont and New Hampshire 9 13 149,423 139,582 
Massachusetts 45 — 3 444,009 400,354 
Rhode Island . 
Connecticut 9 . —9 64,035 68,861 








Middle Atlantic 19 
New York 25 
New Jersey 8 
Pennsylvania 158 


—12 999,312 969,740 1,129,249 
—15 117,662 115,716 137,922 
—l4 45,895 45,295 53,394 

835,755 808,735 937,933 


East North Central 445 
Ohio 122 
Indiana 78 
Illinois 98 
Michigan 49 
Wisconsin 


r+ °F$o4 


Wann oc We tow 


2,045,839 1,890,838 2,237,070 
551,190 507,197 586,584 
327,707 335,505 
495,298 461,516 
283,389 243,400 
388,255 343,220 


— 


West North Central 
Minnesota 
Iowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 2 - 90,372 92,525 123,195 
Kansas } 131,583 118,066 146,292 


548,676 514,711 599,373 


869,314 831,611 1,026,719 
138,317 127,704 181,753 
270,992 275,021 320,005 
207,287 191,207 215,071 
23,752 20,113 30,270 


t+) ++ +++! 
Som cot 


ad 


4. 
! 


South Atlantic 
Deiaware 
Maryland 


Virginia ‘ 75,718 84,986 
West Virginia af 
North Carolina vas 
South Carolina ~- 77,744 81,928 
Georgia s 111,896 121,499 
Florida ‘ - 203,043 206,456 


East South Central 
Kentucky - 39,991 40,656 
Tennessee 87,215 92,792 
Alabama ‘ - 82,169 92,083 
Mississippi et. 








West South Central ; ; 
Arkansas 98.073 90,590 
Louisiana o. 2. j x 
Oklahoma } : 140,732 132,219 
Texas 5 : - 308,029 336,400 


Vountain — j 617,902 700,894 
Montana - 169,119 195,201 
Idaho 73,295 S 93,097 
Wyoming eet 
Colorado ‘ 87,298 ‘ 97,254 
New Mexico 
Arizona — 202,255 209,033 
Utah — vanes 


Nevada 


Pacific +10 1,587,670 1,655,908 
Washington ] +19 - 166,649 . 187,066 
Oregon +26 196,481 213,653 
California 216 +7 - 1,224,540 140, 1,255,189 


TOTAL 1,589 + 6 — $8,222,892 $7,755,021 $9,004,587 


Chicago, Illinois 14 +11 49,303 44,376 52,050 
Los Angeles, Calif. 31 +23 237,159 192,768 232,150 
Portland, Oregon * vt 

St. Louis, Missouri 11 + 8 28,234 26,221 31,770 
San Francisco, Calif. 21 + § 4 39,056 37,272 40,499 
Seattle, Washington . 











* Note while stores in these states are included in grand total, figures for these states are not shown on this chart because 
of insufficient data. (**) Withheld to avoid disclosure. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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In 39 seconds, see 
why it’s to your 
advantage to sell 
bronze cloth of 
standard weight... 









does not 


You give your customers more for their 4. Isa high strength material 


money when you sell STANDARD WEIGHT 
BRONZE—15 lbs. per 100 sq. ft. in mesh— 
the weight standard set by the U. S. Govern- 
ment and the Wire Screen Cloth Manufac- 
turers’ Institute. Here’s why: 


1. It cannot rust and resists atmospheric 
corrosion. 

2. Has a firm, solid “feel” —is easier to 
handle and frame. 

3. Lies flat__does not bulge and twist. 


dent easily. 

5. Gives long, expense-free service. 
Simplify your inventory problem by stock- 
ing only standard weight bronze screen cloth; 
tell your customers. They'll appreciate then 
that they can depend on you for screening 
that will give them the service they want 
and expect from bronze! 


We do not make screen cloth, but furnish Anaconda 
Bronze Wire to leading screen cloth manufacturers. a1 





AnaéowpA FL HE AMERICAN BRASS COMPANY, General Offices: Waterbury, Connecticut 
™" In Canada: Anaconda American Brass Ltd., New Toronto, Ont. * Subsidiary of Anaconda Copper Mining Company 
JANUARY 9, 1941 ick nna ta 63 











Lise’ ee shat ce psd cae 
ingly-beautiful, quality-built line that invites 
comparison and wins sales "Step-up” selling 
hen wth Min ora agente as we 
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a paadiis be oi ee do 3 
at once of send coupon for name of nearest dis- 
tributor and further information. 


@ DISTRIBUTORS —A few tenitoie still ~ , 
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TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
IMPROVE RETAIL HARDWARE SALES 


Good Neighbor Week 


In an attempt to raise itself out 
of the depression by its own boot 
straps, Piqua, Ohio, recently put 
en a city-wide Good Neighbor 


Week, which was very successful 
and which received national pub- 
licity. Merchants in Piqua real- 
ized that there was no coordination 
between all organizations in the 
city, and they decided to work out 
a unified program which would 
benefit their town. In the Good 
Neighbor Week program, minis- 
ters in all churches preached a 
Good Neighbor theme. Commit- 
tees at the church door greeted 
those entering with the words, 
“Hello, neighbor,” and upon leav- 
ing church, “Good day, neighbor.” 
On Monday, every church, school, 
fire bell, and all factory whistles 
rang and blew to indicate the start 
of Good Neighbor week. Em- 
ployees, employers, merchants. 
clerks—all greeted one another 
with “Hello, neighbor, Piqua is a 
good town.” Employees, mer- 
chants, and citizens also wore 
“Hello Neighbor” buttons and 
signed Good Neighbor pledges. 
Citizens called on 10 families, 
each in their own neighborhood. 
telephoned 10 families on the 
Good Neighbor idea, and also 
wrote Good Neighbor letters to 10 
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friends and relatives, inserting 
Good Neighbor literature. Special 
newspaper editions, civic lunches 
and banquets, stuffers in all mer- 
chandised packages, street ban- 
ners, and signs on all highways 
helped to publicize Good Neigh- 
bor Week. The week aroused civic 
consciousness to a high degree and 
benefited the entire area. 


* ” * 


Rooster Days 


At York, Neb., merchants re- 
rently staged Rooster Days which 
brought many farm families to 
town to shop and to market their 
roosters as well. A campaign was 
started by business men, telling 
farmers that right after the hatch- 
ing season they should get rid of 
their roosters, for if they didn’t 
the eggs wouldn’t be sterile and 





wouldn’t bring high market prices. 
To encourage farmers to get rid 
of these roosters, York merchants 
offered a two cents’ premium on 
roosters brought to town on 
Rooster Days, the buyers absorb- 
ing one cent of the premium and 
the merchants the other cent. 
Prizes were also awarded for 
farmers bringing the largest, 
smallest, roosters, and those with 
longest tail feathers. longest spurs, 
etc. 


Loyalty Week 


Merchants of Delaware, Ohio, 
recently staged a Loyalty Week 
which went over very well. The 
theme of the campaign was to tell 
people that when they spent their 
money at local stores, the whole 
town prospers. This slightly dif- 
ferent angle brought results, since 
it was advertised extensively in 
newspapers. The chamber of com- 
merce had a crew of girls tele- 
phone all residents of Delaware to 
buy something at local stores that 
week, and thus show their loyalty 
If they couldn’t buy something. 
they were urged to at least pay a 
bill during that week. Merchants 
cooperating during the week 
pledged a small percentage of 
their gross receipts to a civic im- 
provement fund. Thus Loyalty 
Week served several purposes. 


7 * * 


Cow-Hen-Sow Day 


Merchants at Huron, S. D., in- 
cluding hardware dealers staged a 


Cow-Hen-Sow-Day in honor of 
three animals that do much to 
build that territory’s agricultural 
fame. The purpose of the day was 
for business and professional men 
to be hosts to farmers in that area. 
There were three free shows all 
day long at each of the Huron 
theaters, and between shows, the 
























merchants had agricultural experts 
who spoke on farm subjects. Then 
the merchants gave farm families 
a free feed, feeding more than 
7000. A high school band fur- 
nished music. At 3 p.m. there was 
a pet and doll parade which went 
over big. Attendance prizes were 
also given. Farmers had to regis- 
ter at the local auditorium where 
exhibits were on hand, encourag- 
ing soil conservation, better dairy 
practices, etc. 


* * * 


Push Peru Week 


In order to extend their trad- 
ing territory, and to secure more 
business from it, business men of 
Peru, Ind., including several hard- 
ware dealers, staged a Push Peru 
Week which was very successful. 
About 200 merchants and their 
employees made a two-day tour 
of the towns nearby, the men 
wearing stove pipe hats and car- 
rying colored parasols, and ac- 











companied by a 40-piece band 
and entertainers. In each town, 
the band gave a concert entertain- 
ment and free gifts of candy, 
whistles, etc. This was climaxed 
the following week in Peru by a 
full week of entertainment, after- 
noon and nights, with all stores 
offering special bargains. The 
final afternoon was devoted to an 
act whereby a man was shot from 
a cannon 150 ft. into the air and 
landed in a net. Push Peru Week, 
say merchants, was a whopping 


success. 
* * * 


Booneville Rural-Urban 
Day 

Merchants in this Missouri com- 
munity want to get acquainted 
with farmers, so they schedule a 
series of dinner meetings at 
churches in hamlets and cross- 
roads territories in their area, and 
bring along to these dinners one 
comedy entertainment act and one 
good speaker who gives a talk on 
some agricultural subject of in- 
terest to farmers. The church 


66 








women put on the supper, which 
is paid for by the business men, 
and the church women also see 
to it that each business man has 
a farmer guest, whose meal is also 
paid for by the business men from 
Booneville. These dinners are 
held monthly, and during the 
course of a year practically the 








entire Booneville territory is cov- 
ered. It is said that this brings 
more rural business to Booneville. 


* * 


State Farm Show 


Michigan last year staged its 
first annual Michigan Fall Festi- 
val at Grand Rapids, modeling it 
after the famous Harrisburg, Pa., 
Farm Show. It was an indoor 
show, with all exhibits in 100-lb. 
quantities and each _ exhibitor 
guaranteeing that he had at least 
200 bu. of like quality on his 
farm for sale. The whole festival 
occupied eight buildings and at- 
tracted thousands of farmers from 


far and near. 
* * + 


Lumberjack Festival 


Merchants at Shawano, Wis., 
including hardware dealers, an- 
nually promote a Lumberjack Fes- 
tival. This event is featured by 





many outdoor events, including a 
Snow Bowl football game, and 
big log teams and sleds parade 
the streets. Lumberjacks unload 
and load logs right on Main Street. 
Men don’t shave for a month, and 
if a man dares to wear a necktie, 
pretty girls cut off those neckties 
with scissors. A big cash prize 
goes to the girl bringing in the 
most neckties. This Lumberjack 
Festival honors a noble era and 





also promotes outdoor sports, etc. 
Naturally hardware stores in 
Shawano stock sporting goods, 


tools, etc., profit from such a 
venture. 

* * * 
Plan Trips 


Hardware dealers and other 
merchants in Kankakee, IIl., an- 
nually plan a big town trip to dif- 
ferent parts of the United States, 
through their Chamber of Com- 
merce. This contest is open to all 
students of city and rural schools. 
One year 300 students got a free 
trip to Washington, D. C., and an- 
other year more students went on 
a trip to Niagara Falls. These 
trips are made in special trains, 
and everyone has a lot of fun. To 
win a free trip, students must col- 
lect coupons which are given out 
by merchants with purchases and 
the holder of the most coupons 
wins a trip—in fact, everyone who 





collects 7000 coupons may go free 
of charge. One coupon is given 
with every 50-cent purchase and 
two coupons are given for payment 
of every 50 cents of old accounts. 
The age limit on the contest is 
from 12 to 18 years of age. 


* * * 


Jubilee 

Merchants of Popular Bluff, 
Mo., including a number of hard- 
ware firms, stage an annual Ozark 
Jubilee, which last year attracted 
50,000 farmers and small town 
folks from the Ozark region. Busi- 
ness boomed in all farm lines, 
because all merchants put on spe- 
cials; there was also a long list of 
programs for farmers, including 
talks on power machinery, seeds, 
feeds, poultry and cattle feeding. A 
local newspaper published a 116- 
page edition which circulated 
throughout the entire area and had 
a great deal to do with bringing 
the farm folk to Popular Bluff 
for the Jubilee. Many merchants 
sold merchandise to people they 
had never sold before, and many 
valuable contacts were made. 
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“It's G-E for mel’ 
C 
| More people prefer the General Electric Refrigerator than any 
; other make.... A powerful statement, backed by recent inde- 
About The New G-E pendent consumer surveys made by four national magazines 
/ ALL-STAR REFRIGERATOR among refrigerator owners and prospective buyers. Over 50% 
ihe “Dine thl™ on den wines more people expressed a preference for G-E than mentioned 
, 1941 G-E All-Star Refriger- the next leading brand! 
oad takes ane The General Electric Thrift Unit has established the greatest per- 


beauty, New 10-Star Stor- 
age Features inciuding the 
New Butter Conditioner 
and New Dry Storage Draw- 
er. No wonder Public Pref- 
erence for the G-E will be 
even greater in 1941. 


formance record in America.... Another powerful statement 
backed by years and years of faithful service in millions of 
homes. That’s the reason for the tremendous public preference 
for G-E. That’s why G-E dealers and salesmen say “Ask Your 
Neighbor!” It’s the best sales closer of all. 


GENERAL @ ELECTRIC 
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Charts and Comments 


I HE first subject is 


that of adequate margins. The need 
for gross margins sufficient to com- 
pensate our members for the ex- 
pense involved in distributing is 
demonstrated by these figures. As 
you will note, the general average 
of 141 members for the year 1939 
on the cost of goods sold was 


Adequate Margins 
7 Geuecal beet 
1939 
Cost of Goods Sold 78.942 
Gross Margin (ler anni 
ering Cash Discount 
Gren and fecewed/) —- 2.337 


Net Total Expenses 18.71% 
Net Profit-before adding 


Miscellaneous Income 2.627 


Chart showing Adequate Margins. 


78.94 per cent. Gross margin, after 
considering cash discount given and 
received, amounted to 21.33 per 
cent. Total net expense was 18.71 
per cent. That leaves a net profit 
of 2.62 per cent. I think we should 
constantly bear in mind in our dis- 
cussions with the manufacturers 
that margins which were adequate 
10 years ago are not adequate to- 
day with increased wages, shorter 
hours, the payment of 
freight on many lines in many sec- 
tions, social security taxes and in- 
creased federal, state and _ local 
taxes. This subject needs continu- 
ous attention. 
* * * 


NDER the’ wage-hour law 

(which became effective two 
years ago) the standard work week 
was reduced, on October 24, from 
42 to 40 hours. The minimum wage 
remains the same, that is, 30 cents 
an hour. In order to prepare in- 
formation as to the steps being 
taken by our members, we pre- 


present 


*From an address before the convention 
of the National Wholesale Hardware 
a Atlantic City, N. J., October 15, 
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By GEORGE A. FERNLEY* 


Secretary-Treasurer, 


National Wholesale Hardware Ass’n 


pared a report which was partici- 
pated in by 127 members. One of 
the most interesting features of the 
report was that of the 127 members 
reporting 60, or slightly less than 
50 per cent, intended to work their 
warehouse employees only 40 hours 
after October 24th. That, of course, 
does not mean that they will neces- 
sarily close on Saturdays, but it in- 
dicates they wiil make a real ef- 
fort to avoid payment of overtime. 
As you will see here in the adjust- 
ment of the work week, 30 houses 
are going to stagger their hours; 
22 will close Saturdays; 12 will 
open later in the morning; eight by 
adding employees; seven will have 
a longer lunch period, and three 
will close earlier at night. With 
respect to changes in compensation, 
101 houses state they are going to 
pay the hourly rate for all hours 
over 40. Twenty state they will not 
work overtime and six will follow 
the annual income plan which has 
been discussed in various bulletins 
issued by the association. 

The Wage and Hour Division 
about a year ago distributed hun- 
dreds of thousands of pamphlets 


Adjustments Planned for Oct. 24 
to Conform to Wage ..7 Hour Law 
127 Houses Reperting 
Adjustments 4 Workweck 
30 Muses til) stagger Hours: 
« Will close Silirday | 
~ hill open files f77 (he wanting 
~ Qiiling eripgtloyees 
~ Longer lich period 
~ Well close cartwr at night 
Changes im Compensation 
IO Houses Present facut ly File ira Ferme 
and fall lor fours aer 402 
20 ~ Bild tol werk any overtime 
6 ~ Lill lollow Crud lnoww08E 


Phat described 1 Mlesturagton 
Bulletin No 13. 


The chart for Wages and Hours. 


urging employees to make com- 
plaints against their employers. The 
result is that they have received 
thousands and thousands of com- 
plaints. They have been referred to 
their regional offices and the re- 
gional offices apparently are four, 


five and six months behind in han- 
dling their complaints by sending 
an investigator out. The Wage and 
Hour Division has a form, which is 
called Form AD-85, and when a 
complaint is made against an em- 
ployer, they have been mailing this 
form to the employers requesting 
that they fill it in and return it. 


J ™ | 
The 27 Cash Discount | 
e 1927 
. to 1939 
Net Profit ASZ 
Revenue from Cash Discount 
in 1939 L47Z 


Based on Cost of Goods Sold, 
This ts ~ 185 


Indicating 92%7 of Wholesalers 
Purchases Average 27 Cash Dis. 


Operation of the Cash Discount. 


HE importance of the 2 per 

cent cash discount is demon- 
strated by this chart, which shows 
that the average net profit of our 
members as shown by our overhead 
expense report from 1927 to 1939, 
inclusive, the net profit on sales 
during that period is .15 per cent, 
a little less than one-sixth of 1 per 
cent, and the revenue from cash 
discount during that period was 
1.44 per cent. During the year 1939 
the average revenue of our 141 
members reporting was 1.47 per 
cent, but understand, that this is 
1.47 per cent of our sales. If you 
take that figure and base it on your 
purchases it amounts to 1.85 per 
cent. So averaging that up, it indi- 
cates that 9214 per cent.of.the pur- 
chases of our members average a 
2 per cent cash discount. We still 
have the recalcitrant 74 per cent, 
including the bolt and nut manu- 
facturers, etc. And it is to that 744 
per cent of volume that we pur- 
chase without the 2 per cent to 
which we should give an increasing 
amount of attention. 
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NORGE NIGHT-WATCH” 


SELL UP 
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The Norge dealer can talk price-tags too, of course, but he can talk 
consumer language that is a lot more profitable . .. FEATURES. 

The Night-Watch, for example, completely defrosts the freezer auto- 
matically, every night at midnight, and reduces defrosting attention 
to once-a-week emptying of the Handefroster. This is ONE GREAT 
IMPROVEMENT women have been waiting for—REAL AUTOMATIC 
DEFROSTING—perfected by Norge because Norge already had the 
exclusive Sealed Freezer, Covered Coldpack and Handefroster—all of 
which are necessary to real automatic defrosting. 

This improvement will go big with every buyer; particularly the 
replacement buyer because it marks the greatest difference between 
what she has, and the most up-to-date refrigerator she can buy. 

And Norge has plenty of other features that make grand salesroom 
and living room talk. These features “‘step-up”’ in logical sequence 
from great value lowest-priced models to the big capacity Super De Luxe 
“‘Nine.”? They carry the prospect away from price-tags, toward the 
product she needs and should have, with the profits you need and 
must have. Norge, with the only complete “‘family”’ of home appli- 
ances, offers you the greatest year-’round profit opportunity in the 
appliance industry. Write for details. 


NORGE DIVISION BORG-WARNER CORPORATION, DETROIT, MICHIGAN 
See NORGE before you buy 


NORGE QUIET-FLO ROLLATOR REFRIGERATION « GAS AND ELECTRIC RANGES » WASHERS 
HOME HEATERS « GAS AND ELECTRIC WATER HEATERS * COMMERCIAL REFRIGERATION 


Cyitea 
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FEATURES OF NORGE SUPER 
DE LUXE "66""—MODEL S-663 


1. Over-size food compartment, 6.6 
cubic feet 
2. 13.17 square feet of shelf area 
3. 4 full shelves—1 with insert 
4.Chrome shelves with curved 
guard-rail fronts 
5. Exclusive Caeteegtes Fast- 
Freezer—odor and flavor-proof 
to assure tasteless ice cubes 
6. ae freezer shelf 
7.4 y-out mechanical ice trays 
8. 10 ice ry cubes (10 Ibs. 
®. Exclusive Nig! t-Watch Full Auto- 
matic Defroster 
10. Beautiful chrome trimmed Night- 
atch Electric Clock; fine 
quality; parts sealed in oil; 
large second hand; self-starting 
I I. Exclusive Norge Handefroster 
12. Sliding covered Coldpack meat 


drawer 

13. Full width sliding glass-covered 
Hydrovoir vegetable drawer 

14, Porcelain interior with acid-re- 
sisting bottom 

15. —— big Cellaret reserve 


16.6 Big. Zones of food storage— 
1) Freezing Zone for ice, salads, 
desserts, frozen foods 
2) Beverage Zone for milk, 
ginger ale, etc. 
3) —. — Zone for fresh 


4) Pen Cold Storage Zone 
5) Cold-Moist Zone for green 
vegetables 
6) Reserve Storage Zone for f 
bottles, canned goods, etc. 
17. Automatic electric floodlight. 
18. Norgite on door panel 
19. Genuine, nationally advertised, 
‘ibe bergias insulation 
20. Hollywood beauty cabinet 
21. Beautiful chromium hardware 
22. New Lazilatch door handle pine 
firger-tip opening and closing 
23. Set of refrigerator dishes (oven 


ware) 
24. Popeeme Quiet-Flo Rollator Cold- 


aker 
25. Exclusive Motor-Cooler gives ex- 
ceptional cold making effi- 
ciency, assures long life 
26. Curved throat lining of silver 
plastic with chrome trim 


27. Stainless steel base trim 


























Keep Your Taxes 


Taxes are major expenses and 


every lawful means should be 
used to reduce them. The fol- 
lowing suggestions will help 


it 
AXES are now a 


major expense and the hardware 
dealers should take every lawful 
means to minimize them. Dealers 
cannot afford to wait until after 
the taxable year before consider- 
ing tax problems any more than 
they can safely forget other ex- 
penses until the end of the year 
and then settle up without further 
ado. Tax-lax dealers are not likely 
to take every allowable deduction 
and it may be too late to effect 
savings then. Appropriate action 
must be taken during the taxable 
year. 

The following suggestions, based 
upon extensive dealer experience, 
should help dealers plan tax econ- 
omies that will keep taxes down. 
In addition, a tax budget and tax 
calendar for recording dates when 
payments are made will be helpful! 

I1—Make each year’s return 
complete in itself and include all 
expenses in the taxable year. Ex- 
penses overlooked in 1940 cannot 
be deducted from 1941 income. 
Such oversights are frequent where 
the merchant waits until the last 
minute to prepare returns. 

2—All expenses incurred in the 
operation of the business includ- 
ing accrued items, expenses due 
but not yet paid, should be entered 
in the taxable year and deducted 
from income to minimize tax. 

3—Figure inventory at cost or 
market, whichever is lower. An 
inflated inventory increases paper 
profits, thus increasing taxes on 
these unrealized profits. In taking 
inventory be sure to make allow- 
ances for damaged, imperfect, 
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shop-worn, and traded-in merchan- 
dise. 

4—Salary paid to the owners of 
a corporation for personal serv- 
ices actually rendered can be 
charged as business expenses for 
the year and deducted from in- 
come. This cannot be done in an 
unincorporated business or part- 
nership. 

5—Losses on notes and ac- 
counts for the year should be 
charged off. Be sure you can prove 
them worthless. Reserves for losses 
of this type may be set up instead, 
provided this is regular practice 
in the business. 

6—Loss incurred in any busi- 
ness transaction is ordinarily de- 
ductible, if a closed transaction 
during the taxable year, after sal- 
vage, insurance, and other com- 
pensations are considered. 







Down! 


7—Do not capitalize expenses. 
Most repair and maintenance costs 
are expenses and should never be 
charged to asset accounts. Such 
procedure increases taxes. 

8—Expenditures for legal and 
accounting services are usually 
deductible from income. Where 
such expenses concern the organ- 
ization of a corporation they are 
not deductible in the current year 
for they are considered as capital 
expenditures. 

9—Deduct adequate deprecia- 
tion each year. Taxpayers are not 
permitted to take depreciations 
which occurred in a prior year 
during a current year. Figure de- 
preciation on the total value of 
the asset from the date of pur- 
chase. Deduct for obsolescense if 
it is definitely shown to be sus- 
tained. 

10—Keep abreast of tax laws 
as reported in trade papers and 
newspapers. Maintain a tax file 
for information about changes in 
the law. 

1]—Get expert guidance if in 
doubt about your ability to effect 
all economies. An accountant, tax 
practitioner, banker or nearest 
income tax office may be con- 
sulted. 


Tax Reduction Contract 


BUSINESS house entered into 

a contract with a firm of ac- 
countants whereby the accountants 
undertook to effect certain tax re- 
ductions for a fee of one-third the 
tax savings effected by their efforts. 
If no reduction was obtained, there 
was to be no charge for the accoun- 
tants’ services. 

In subsequent litigation involving 
the agreement it was suggested that 
the contract was illegal as contrary 
to public policy inasmuch as it en- 
couraged improper pressure on tax 
officials. 

“It cannot be urged,” said the 
court, “that the contract was illegal. 
The fact that the compensation fixed 





in a bargain for efforts to secure ofh- 
cial action is contingent on success 
is not conclusive evidence that im- 
proper means are contemplated in 
securing the desired results. In this 
case there is no evidence that the 
accountants exerted any personal in- 
fluence upon the assessment officials 
or employed other improper means 
to effect the tax reduction nor is 
there anything to indicate that such 
conduct was even contemplated.” 
Accountants and lawyers special- 
izing in tax reduction work often 
make such “contingent fee” arrange- 
ments. They are entirely legitimate 
so long as they do not involve or 
contemplate the influencing of tax 
officials by any improper means. 






HARDWARE AGE 











NEW/ 


FOR 








SHOVELS 


: \ 

SF Profitt N of Values 
Every style o ped and all 

furnished wit dies that 

really catch th ook the 

value they are! : so that 

you may meet yo prices 


and MAKE MONEY 


Hollow Back—Ames nde 
from one sheet of h . at 
treated steel. ALL-IN- s 
construction eliminates : 
cracking under strain. 

Northern Ash. Both youa 

will like the new finishes. 

individually wrapped in tube 

wrapped in Kraft Bags. The 

you in perfect condition. §$ 
coupon for price details. 


Pj Ake oo py 
METAL PRODUC 


ucts Co. 
miin! 


l us what you as an independent 
turer can do for us. Send catalog. 
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lL. fifteen years of re- 


tail hardware practice in typical 
communities, I have seen my fel- 
low Americans learn how to live 


more comfortably. 

I said retail hardware practice. 
In my specialized fields of home 
creation, operation, maintenance, 
and improvement I serve, like 
every hardware merchant, as both 
doctor and dispenser. 

A hardware store in a commun- 
ity of, say, 30,000 carries about 
half a million gadgets, tools, and 
appliances for home operators and 
for the fixers -of-things. With 
them, we hardware men help our 
customers achieve the little tri- 
umphs—the odd jobs around a 
house—that put comfort into liv- 
ing. 

In this business you learn to 
read people’s minds. When a cus- 
tomer asked for two turnbuckles, 
four screw eyes, and “some wire,” 
I said, “Are you squaring up a 
pair of garage doors that have sag- 
ged?” 

“Yup,” he said. “And this rig 
will fix *em.” 

* From an article in the October 1940 
issue of The American Magazine. Re- 


printed by special permission. 
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LEAVES FROM THE DIARY OF A HARDWARE MAN 





HALF A MILLION 


(sadgets 


By LOUIS LENORE* 


Every day brings something new 
to put more comfort into living. 


Wanted a left-handed paring knife 


“It will fix them temporarily,” 
I said. “But this wire actually 
stretches under strain. Your doors 
will sag again.” I opened a long 
package. “Here is an outfit de- 
signed for your job,” I pointed 
out. “Instead of wire, four solid 
iron rods fit the turnbuckles, and 
the outer ends of the rods are flat- 
tened to lie close to the doors and 
drilled to take these screws.” 

He beamed. “You've got some- 
thing there!” 


Feminine Influence 


Thirty years ago a hardware 
store was as masculine as an old- 
time barbershop. Today I figure 
that women buy 80 per cent of the 
merchandise we hardware men 
sell. 

Thanks to them, we're 
alert and more considerate. Our 
stores are brighter. And our mer- 
chandise, of course, is vastly dif- 
ferent. ... 

Every day we hear of new 


more 


things, mainly from women who 
say, “I saw it advertised.” 

During the past week I’ve been 
keeping track. From women cus- 
tomers I heard about: 

A lawn sprinkler that looks like 
a crystal ball; garden shears that 
cut and hold flowers; kitchen 
shears that cut poultry, tenderize 
meat, scale fish, and come all 
apart for cleaning; a window ther- 
mometer that enables a woman to 
decide what to wear while she’s 
dressing in the morning; closet 
boxes with transparent fronts; 
low-slung cedar chests mounted on 
wheels to roll under beds; twin- 
spouted kettles which pour both 
tea and hot water; and asbestos 
gloves for outdoor cooking. 

Wonder what they'll think up 
next? ... 

Women seldom buy tools, ex- 
cept the garden variety. My ob- 
servation at home leads me to be- 
lieve that a woman with a hammer 
is still a menace to an entire neigh- 
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borhood. But even in our tool de- 
partments we see women’s influ- 
ence. 

Here’s a sales slip that looks like 
a prescription for a budding car- 
penter—but isn’t. A young lawyer 
who had just moved into a new 
house came in and said, “I want 
you to outfit me with the tools an 
average householder ought to 
have.” 

Here’s the list: 

One claw-hammer; 1 crosscut 
handsaw, with teeth big enough 
for an occasional ripping job; 1 
brace, ratchet style, which can 
bore a hole through the floor close 
into the corner of a room—with a 
half-dozen bits from a quarter 
inch up; 1 .screw-driver bit; 1 
stout screw driver; 1 breast drill, 
with six drills for either wood or 
metal; 1 center punch for starting 
metal drills; 1 hacksaw; 1 flat file: 
1 pair of pliers with wire-cutting 
jaws; 1 pair of tin snips; 1 pipe 
wrench; 1 monkey wrench; 1 
small square; 1 six-foot rule; and 
three wood chisels, quarter-inch, 
half-inch, and one-inch widths. 

“How,” asked my lawyer-cus- 
tomer, “do I take care of these 
new tools of mine?” 

“Never ask a tool to do some- 
thing it wasn’t designed for,” I 
said. “Don’t ask your wood chisels 
to pry out tacks and nails. Don’t 
expect your screw driver to double 
as a chisel or a hammer. Don’t 
dump your edged tools together 
into a box or a drawer; the jost- 
ling may dull them. After you use 
a tool, swab its metal with a film 
of light oil before you put it 


” 


away.... 


They Won’t Read 


One day I sold a woman a 
chemical device designed to keep 
dogs away from shrubbery. I! 
was a metal container which you 
were supposed to hang on a 
branch. Then 
the directions were explicit—you 
removed a metal cap, which re- 
leased an odor that dogs don’t like. 

A week later the woman came 
in to say that the dog-chaser had 
failed to chase. 

I asked her, “Did you remove 
the cap?” 

“Well, well!” she said. “So that 

(Continued on page 114) 





and on this point 
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"Even Mrs. Sourpuss gets attention 


under our new system!” 


WHEN a salesperson knows he can earn more by selling 
more, he comes to look upon every customer as another 
opportunity to increase his sales and thus make more money. 
And when your salespeople are selling more, your net profits 
are bound to increase. 


National’s multiple-drawer Cash Register System for 
hardware stores is particularly designed to make the “‘sell more 
to earn more” plan do a real job for you. It quickly provides 
you with the accurate information you need about each sales- 
person so that you can reward him according to his real worth. 


Hundreds of hardware stores all over the country have 
found that their modern multiple-drawer National Systems 
have increased sales volume and net profits. Aren’t you 
interested in this easy and economical method of making more 
money? If so, phone the nearest National office today and let 
our representative give you complete details. 


The National Cash Register Company 


DAYTON, OHIO 


Analysis Machines 
Postage Meter Machines 
Accounting Machine Desks 
Correct Posture Chairs 


Cash Registers Posting Machines 
Typewriting-Bookkeeping Machines 
Bank-Bookkeeping Machines 
Check-Writing and Signing Machines 























Presenting Our Guest Editor 


C. C. OVEREEM, 
Floor Salesman, 
Holmes Hardware Co., 
Pueblo, Colo 


Whose Subject Is 


Is the Customer Always Right? 


D, you ever, in 


the course of a day’s business, 
want to “break over” and tell the 
customer just what you thought of 
him, or her, as the case might be? 

Well just remember that human 
nature is the same everywhere and 
similar incidents are happening 
every day practically the world 
over. 

A man came into the store one 
evening about closing time, shoved 
a pocket knife across the counter 
toward me and as he did so ex- 
plained that his son had _pur- 
chased it at the store as a Christ- 
mas present for him. He claimed 
that the knife was no good, said 
the edge would turn down and 
that the knife would not hold an 
edge at all. I suggested that per- 
haps it was due to the way the 
knife had been sharpened and 
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picked up a whetstone to demon- 
strate how a knife should be held 
on the stone to give it an efficient 
edge. Before I got started the cus- 
tomer blurted out, “I have been 
sharpening knives for the past 40 
years. Nobody can show me how 
to sharpen a knife.” Feeling that 
an official statement would facili- 
tate a quicker solution to the mat- 
ter, I immediately took the knife 
to the assistant manager and told 
him the story. He told the cus- 
tomer practically the same thing 
| had, whereupon the customer 
pocketed the knife and made a 
hurried exit doing a lot of unin- 
telligible mumbling. 

In the mail a few mornings ago 
one customer said, “Please dupli- 
cate my last order.” The “last 
order” had been given some 
months previous. 






















c. C. OVEREEM 


Recently a customer presented 
one of the price clerks with an in- 
voice charged to an_ individual 
and asked why he had not been 
given the regular discount. The 
clerk courteously explained that he 
had a file of the names of all the 
dealers, firms and businesses that 
were entitled to discounts and that 
if the customer were entitled to a 
discount he would see that it was 
granted. The customer refused to 
write anything on the card, or 
divulge the nature of his business 
in any way. He still insisted, how- 
ever, that he should be given the 
discount. 

A lady brought in a couple of 
long used electric percolators, 
which she said, did not “perk.” | 
suggested that she take them to the 
service department of one of the 
electrical shops in the city, since 
we do not maintain an electrical 
service department. “What,” she 
asked, “you sell them but you do 
not fix them?” I merely replied 
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“That’s right.” She left with a 
look of disdain on her otherwise 
lovely face. 

The other day a customer asked 
one of the salesmen for wooden 
lag screws. He was advised that 
we have no wooden lag screws. 
He seemed to be very much non- 
plussed that such a large whole- 
sale establishment did not carry 
wooden lag screws. 

One day a man came in with an 
order from one of the retail hard- 
ware stores in the city for a brick 
hod and a mortar hod. A few days 
later he came back with the hod 
besplattered with mortar and said 
that he did not need it and would 
like to have credit for it. I ex- 
plained to him that in the first 
place he was charged with the 
articles by the retail store and that 
so far as we were concerned the 
transaction was between him and 
the retail store and in the second 
place being a wholesale house we 
could not accept used goods for 
credit. He left with the kind of 
expression on his face that made 
one think that he thought it was 
strange a fellow could not get 
credit for something he needed. 

Last week a man stepped up to 
the counter and asked what a cer- 
tain model and make of gun would 
cost him. I asked if he were buy- 
ing the gun for himself. He re- 
plied that he was, and I explained 
to him that according to the law 
we could not retail guns, that we 
sold them only as_ wholesalers. 
Quickly he asked, “Well, what is 
the wholesale price?” Patiently 
and in detail I went over the 
process of the necessary require- 
ments which qualifies one as a 
dealer and entitles him to be 
quoted the wholesale price. You 
should have heard that exclama- 
tion, “Oohh,” as he turned and 
walked away. 

It’s a great life and bushels of 
fun if you know how to take it. 


Business Lectures 
The Rock Island, Ill., Chamber 


of Commerce recently conducted a 
series of business lectures covering 
topics ranging from social se- 
curity act to advertising ethics. 
The lectures were well attended. 
and much was gained from them. 
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Genuine Liquid Late HOUSEHOLD 








Protect 
YOUR HANDS 
AND NAILS 


HOUSEHOLD 
CHORES 


— —— 


# y, 
QUSEHOLD GLOVES 


Langer Weer More Comfortable Lanier Oo and OYf 


8'/, 1 pr. 9 


Sizes: 1 pr. 


24 pr. 


Size 8 
TOTAL RETAIL 


$8.12 





GLOVE DEAL 


Aral 


FREE "'Self-Seller’’ 2-color 
Counter Display 11" x 14”. 








+ se Packed—All Gloves In Individual Colorfully Attractive Boxes 


ption 


12 , 4 S315" ARISTOCRAT. Smooth Finish Latex Gloves Price 
Sizes: 1 pr. 7, 2 pr. 7. 6 pr. 8, 2 pr. {7 Red 


9pr. 5305 FIRM-GRIP Non-Slip Finish Latex Gloves 
7, 2 pr. 7'/. 3 pr. 8, 2 pr. 8!/2, 


pr. 
3 pr. 5329 SHURE-HOLD Latex Gloves with pad re- 
inforced non-slip fingers and palm. Hang- 
up tab on cuff. Sizes: 1 pr. 7, 1 pr. 8, 1 pr. 9 


FREE 


2pr. 5315 ARISTOCRAT Smooth Finish Latex Gloves 


DEALER COST 


$4.88 


DEAL No. 5397 


Color Retail 
2 Brown 25c pr. 
Red 35c pr. 


Brown 49c pr. 


Red 25c pr. 
MARK-UP PROFIT 


66%% 








on a year ‘round line. 


Here’s a deal that deals you in on bigger, more profitable business in 
household gloves. It’s a real PLUS value that now gives you exactly 
what you need and want to profitably sell “hand and nail protection” 
from household chores. Seiberling gloves provide all these features— 


Better Stock—pure liquid latex that is not loaded with compounds. Much 


longer life and wear. No inventory loss through oxidation. 


Higher Tensile Strength—greater tear resistance and elasticity. 
Easier On and Off—specially treated inside surface reduces pull and 


drag on hands. 


More Brilliant Color—beautiful “eye attraction” that appeals to women 


instantly. 


Greater Value—more economical to use means faster sales for you 











LATEX  pealibent C0., Akron, Ohio 


354 - 4th Ave., New York City 







Merchandise Mart, Chicago 
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and Manufacturers and 
Salesmen 
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JACOBS APPOINTED SALES MANAGER WOOD SHOVEL 
AND TOOL CO. ON RETIREMENT OF C. L. BUTTS 


Norbert T. Jacobs has been | 


Detroit Steel Products Co., De- 


appointed manager of sales for | troit, Mich., as merchandise sales 
The Wood Shovel and Tool Co., 
Jacobs 


Piqua, Ohio. Mr. was 





NORBERT T. JACOBS 


formerly district manager of th 
company’s Chicago office, and in 
his new position succeeds C. L. 


| shortly 


manager. 

Mr. Butts’ retirement comes 
after a career of more than 40 
years in the hardware industry. 
He entered the employ of the 
Simmons Hdwe. Co., St. Louis, 
in 1897 as a stock clerk and 
afterward was made 
office boy to Saunders Norvell. 
When he left the Simmons or- 
ganization in 1901, he was assis- 
tant to Sam Stone, now president 
of the Colt’s Patent Fire Arms 
Co., who was then buyer of tools. 
Mr. Butts then became sales rep- 
resentative for the Stanley Rule 
& Level Co., covering a territory 
from Pittsburgh to Denver and 
from Winnipeg, Canada, to 
Louisville, Ky. 


HEADS MAJESTIC 
RANGE SALES 


Walter T. Baxter, of Spokane, 


| Wash., has been appointed gen- 


Butts, who retired from active | 
business as of Dec. 31, 1940. 
Mr. Jacobs has been associ- 


ated with The Wood Shovel and 
Tool Co. since 1933 in the ca- 
pacity of Chicago district man- 
ager. Previously, from 1928 to 





Cc. L, BUTTS 


1933, he had been vice-president 
in charge of sales for the Ames 
Shovel & Tool Co., and from 
1923 to 1928 he was with the 
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eral sales manager of the Majes- 
tic Manufacturing Co., St. Louis, 
Mo., manufacturer of wood and 
coal ranges. Appointment of C. 
F. Jacobsmeyer as assistant gen- 
eral sales manager has also been 
announced. Mr. Jacobsmeyer has 
served the company in its St. 
Louis ‘headquarters’ offices for the 
past 39 years. 

Mr. Baxter has been Pacific- 
Northwest district representative 
for Majestic with headquarters 
at Spokane, Washington since 
1926. Immediately prior to that 
time he represented the company 
in Wyoming and Montana, with 
headquarters at Billings. 

ADAMS JOINS McKINNEY 

WILL TRAVEL SOTHWEST 


Edward G. Adams has been ap- 
pointed representative in Texas, 
Oklahoma and Louisiana for the 
McKinney Mfg. Co., Pittsburgh, 
Pa. Mr. Adams has had wide 
experience as a builders’ hard- 
ware man, having been associ- 
ated with Sargent & Co. for 
about 17 years, covering various 


territories. Then he was with 
Russell & Erwin on the West 


Coast for two years; with Mc- 








Leaving the Stanley organiza 
tion in about 1908 Mr. Butts 
next engaged in the real estate 
business in Louisville, where his 
firm, the Butts Realty Co., be- 
came an outstanding business 
firm. In 1918 he was asked to 
go to Washington and help or- 
ganize the hardware and metals’ 
division of the Quartermaster 
Corp. He remained in that work 
until after the World War, then 
joined The Wood Shovel and 
Tool Co. in the fall of 1919 in 
the capacity of manager of sales, 
a position which he held until 
his recent retirement. 

Mr. Butts has 
Louisville, Ky., 
home at 


returned to 
where he will 
make his 1382 South 


Third St. 


Kinney in the Central West and 
New England for three years, 
and again on the West Coast for 
four years with W. W. Brasier 
Co. Previous to rejoining the 
McKinney organization, Jan. 1, 
1941, Mr. Adams was associated 
with James Rice, in the firm of 








ADAMS 


EDWARD G. 


Rice & Adams, a manufacturers’ 
agency, which partnership was 
dissolved as of January 1. 
CUSACK & HARMAN GET 
“MIRACLE” GRASS SHEAR 


Cusack & Harman, direct fac- 
tory representatives of 518 Re- 
liance Bldg., Kansas City, Mo., 
have been appointed to represent 
the Keiser Mfg. Co., Reading, 
Pa., manufacturer of the “Mir- 
acle” grass shear, in the states 
of Missouri, Kansas, Iowa, and 


Nebraska. 


Devoe & Raynolds Co. Appoints 


Renshaw Smith, Jr., directing 
head of Wadsworth, Howland & 
Co., Malden, Mass., has been ap- 





RENSHAW SMITH, JR. 








General Trade Sales Manager 


pointed general trade sales man- 
ager of the Devoe & Raynolds 
Co., New York City. Mr. Smith, 
a director of Devoe & Raynolds, 
had been active in sales work 
with Devoe prior to taking charge 
of Wadsworth, Howland, which is 
a Devoe subsidiary. 

Mr. Smith will transfer his 
headquarters to the Devoe home 
office in New York, and in his 
new capacity, becomes associated 
with W. H. Mathews, vice-presi- 
dent and trade sales manager, in 
formulating and directing the 
company’s sales policies. He has 
been associated with Devoe for 16 
years, the first two in sales and 
sales management work for Devoe 
and the latter 14 years in charge 
of the Wadsworth, Howland sub- 
sidiary paint company. He was 
elected a director of Devoe & 
Raynolds in 1935. 
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G-E PURCHASING AGENT 
MADE VICE-PRESIDENT 


Harry L. Erlicher, purchasing 
agent of General Electric Co., 
Schenectady, N. Y., since 1931 
and an employee of the company 
40 years, was elected a vice-presi- 
dent at a meeting of the board 
of directors in New York. He 
will continue to be in charge of 
the company’s purchasing activi- 
ties. 

Mr. Erlicher’s first job with 
General Electric was as a mes- 
senger boy. He was 14 years of 
age at that time. Purchasing in- 
terested him and when he was 
advanced to office boy he asked 
if he might be assigned to the 
purchasing department. He did 
not remain long as office boy and 
soon was given a clerical posi- 
tion. In 1910 he was named a 
buyer, in 1923 was promoted to 
assistant purchasing agent and in 
1931 was named general purchas- 
ing agent when L. G. Banker 
retired. 


N. Y. PAINT MEN HOLD 
BIG CHRISTMAS PARTY 


The sixth annual Christmas 
party of the New York Paint, 
Varnish & Lacquer Association 
and the New York Paint & Var- 


nish Production Club, was ‘held 
in the grand ballroom of the 
| Hotel Biltmore, New York City, 
Thursday evening, December 12, 
and was attended by 639 mem- 
bers and guests. A brief wel- 
come was extended to members 
and guests by C. F. Beatty, So- 
cony Paint Products Co., Inc., 
president, New York Paint, Var- 
nish & Lacquer Association and 
by Preston M. Dunning, Colonial 
Works, Inc., president of the New 
York Paint & Varnish Production 
Club. 

Following the cocktail hour, 
and a very excellent dinner, a 
varied bill of professional enter- 
tainment was presented, in- 
cluding singing, dancing and 
novelty acts. The program-en- 
tertainment committee headed by 
Page N. Hamilton, Harshaw 
Chemical Co. of New York, Inc., 
was in charge of the affair. Other 
members of the committee were: 
George A. Melven, Gillespie- 
Rogers-Pyatt Co., Inc.; R. E. 
Tigner, C. E. Hoover; J. Edward 
Jones, Spencer Kellogg & Sons, 
Inc., and Edward Burger, M. J. 
Merkin Paint Co., Inc. 

A number of gifts were dis- 
tributed after the conclusion of 
the evening’s entertainment pro- 
gram. 








Hutchinson Retires After 59 Years 
With The Reading Hardware Corp. 


R. H. Hutchinson retired on 
Dec. 16, 1940, as the Philadel- 
phia branch manager of The 





R. H. HUTCHINSON 
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Reading Hardware Corp., Read- 
ing, Pa., after serving that com- 
pany for 59 years. 

A member of the HAarpwareE 
Ace Fifty-Year Club, Mr. Hutch- 
inson entered the employ of The 
Reading Hardware Co., predeces- 
sor to the present company, as 
an errand boy in its Philadelphia 
office. At that time his weekly 
wage was $1.50 a week, and at 
the end of the first year he re- 
ceived a 25-cent raise. However, 
his rise was rapid, and he was 
promoted to order clerk, stock 
clerk, entry clerk, and then was 
made traveling representative, 
covering all Philadelphia, North 
and South Jersey, and Philadel- 
phia’s main line to Coatesville, 
Chester and Wilmington. Mr. 
Hutchinson for the past 29 years 
has been Philadelphia branch 





manager. 





MANAGES SIOUX FALLS BRANCH 
FOR DEMPSTER MILL MFG. CO. 


Lon Iler has been promoted to 
branch manager of the Sioux 
Falls, S. D., branch of the Demp- 
ster Mill Mfg. Co., Beatrice, Neb. 
Mr. Iler, who had formerly trav- 
eled that territory, succeeds W. 
W. King, who retired from active 
business. 

Mr. Iler’s past experience in- 
cludes serving the company in 
several different capacities. Milt 
Lammel of Omaha, Neb., has 
been assigned to Mr. Iler’s ter- 
ritory. 





NEW DISTRIBUTORS FOR 
CONGOLEUM-NAIRN 


Congoleum-Nairn, Inc., Kear- 
ny, N. J., has announced the 
appointment of the Leo J. Mey- 
berg Company as wholesale dis- 
tributors of Congoleum-Nairn 
products at San Francisco and 
Los Angeles, Cal., effective Jan- 
uary 1, 1941. D.N.&E. Walter 
& Company will continue to rep- 
resent Congoleum-Nairn as whole- 
sale distributor in San Francisco 
and Los Angeles, Cal. 

At the same time announce- 
ment is made of the appointment 
of the Buhl Sons Company as 
wholesale distributors of Con- 
goleum-Nairn products at Detroit 
and Grand Rapids, Mich. In both 











W. W. KING 


Mr. King, who has retired, 
had been with the company 41 
years. He started work in the 
shipping department at Beatrice, 
Neb., in 1899 and later was trans- 
ferred to the shipping department 
at Omaha. In 1901 when the 
company opened a branch house 
in Sioux Falls, Mr. King was 
put in charge of the shipping de- 
partment there and later was 
made a traveling salesman, be- 
coming branch manager in 1921. 


of these points Morley Brothers 
continue as wholesale distributors 
for Congoleum-Nairn. 





BAKER MFG. CO. OPENS 
NEW OFFICE BLDG. 


On Dec. 21, the 67-year-old 
Baker Mfg. Co., Evansville, Wis., 
manufacturer of “Monitor” wind- 
mills, water systems and pumping 
equipment, held Open House in 
its new offices contained in a 
newly completed building, 125 
by 46 ft. The building is acous- 
tically treated to make it sound- 
proof and it is fire-proof. The 
latest type strip-fluorescent light- 
ing and a telephone system which 
is all dial-automatic, have been 
installed. 
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CONGOLEUM-NAIRN INTRODUCES 1941 LINES 
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One of the sessions at the Congoleum-Nairn, Inc., national sales conference. 


Over 250 salesmen, branch 
managers and executives of Con- 
goleum-Nairn, Inc., Kearny, N. J., | 
met at the Essex House in 
Newark, N. J., recently for the 
company’s five-day national sales | 
conference. L. R. Waters, vice- 
president in charge of sales re- | 
marked that the company’s plans 
for 1941 could be summed up as 
the “Preparedness Program tor} 
1941,” and stated that the pro- 
gram coupled with expected busi- 
conditions indicated that 
1941 would be the biggest yard- 
age year in its history. The pro 
gram consists of new products, 
new patterns, and new merchan- 
dising plans. 

H. L. Vennell, general branch 
manager presented the felt base 
section on Tuesday. He dis- 
cussed the qualities and mer- 
chandising features of the com- 
pany’s lines of “Gold Seal Con- 
goleum” 








ness 


deluxe and “Super- 


wear” and announced the new 
line of felt base “Crescent Seal” 
rugs by-the-yard. Mr. Waters 
again presided over the con- 
ference session on Nairn houce- 
hold linoleums, during which 
many new 1941 patterns of Nairn 
linoleum were exhibited and 
special emphasis was placed on 
the quality features of Nairn 
“Sealex” and “Treadlite” lino- 
leums. Color correlation of Nairn 
linoleums portrayed the planned 
relationship colors of 
both Nairn linoleums for floors 
and walls and the company’s 
products for borders, feature 
strips and insets. The new lino- 
leum lines, Nairn “Crest” inlaid 


between 
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linoleum, a new, genuine inlaid | ~ 


linoleum on a felt backing, in the 
lower price bracket was intro- 
duced. 

As part of the program, the 
men taken on a tour 
through the company’s plants at 
Marcus Hook, Pa., and Kearny. 


were 


ROCHESTER. N. Y.. ASSN. 
ELECTS OFFICERS 
George Waterhouse, Jr., was 
elected president of the Roches- 
ter Retail ‘Hardware Association 
ats its recent meeting. Other of- 
ficers elected are: vice-president, 








Elmer Sacks; secretary, Glenn 
Hammond; treasurer, William 
Lauterback; directors, Harris 


Hammond, J. P. Josh, Ben Miller, 
and G. A. Meisch. 





SCHEDULE OF DeVILBISS 
TRAINING SCHOOL 


The DeVilbiss Company, manu 
facturer of spray painting equip 
ment, has announced the schedule 
of its training school for De 
Vilbiss jobbers and jobbers’ sales- 
men for the first six months of 
1941. The school is open to 
those persons to whom increased 
understanding of the company’s 
products will prove of benefit. 

Dates for the start of each 
training period are: January 6, 
February 3, March 3, March 31, 
May 5, and June 9. Sessions will 
last for one week, each, and will 
be held at the DeVilbiss plant in 
Toledo, Ohio. 

Early as possible enrollment in 
the school is advised, as size of 
classes is limited. Men at- 
tending the school are offered 
the advantage of special rates in 
Toledo hotels and _ boarding 
houses. These already have been 
arranged by The DeVilbiss Com- 
pany. 

Complete information concern 
ing the DeVilbiss Training School 
may be had by writing The De- 
Vilbiss Company, 300 Phillips 
Avenue, Toledo, Ohio. 








MAUTZ PAINT ANNOUNCES 1941 PROGRAM 





The Mautz Paint & Varnish Co. sponsored an all day “Dealer School and Merchandising 
Convention” at Madison, Wis., last month, with over 150 hardware, paint and lumber dealers 
in attendance. A “four-star” promotion plan covering every phase of advertising and mer- 
chandising for eight months during 1941 was presented. A modern store front was built 
on a stage to show the 1941 monthly window dressings and wall sections and display tables 


were used to show modern, 


interior tie-ups. 


B. Mautz, Jr., and Carl Regenberg of the Mautz organization and A. J. Luther of the 
Archer-Daniels-Midland Co. presented the various phases of the “four star” plan, and with 
Arthur Johnson of the Mautz company, led discussions during the meeting. 
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HARDWARE BRIEFS 











Name and Address 
ALABAMA 


Monroeville, 
Veazey Hdwe. 


CALIFORNIA 
Artesia, 
Artesia Hdwe. Co. 


Blythe, 
Blythe Hdwe. Co. 


FLORIDA 
Lake City, 
Columbia Hdwe. Co. 


GEORGIA 
Cairo, 
Roddenbery 
Hdwe. Co. 


Cummings, 
Ingram-Moore, Inc., 


LaGrange, 
LaGrange Hdwe. 


Manchester, 


Maddox Hdwe. Co. 


IDAHO 
Burley, 
Wolf Hdwe. Co. 


ILLINOIS 
Chicago, 
Block’s Hdwe., 
1411 Morse 


IOWA 
Adel, 
Buckman Hdwe. Co. 


Lohrville, 
McDermott & Son 


KANSAS 
Arkansas City, 
Bryant Hdwe. 


MARYLAND 
Baltimore, 

Yellow Front Hdwe. 
Co., 610 S. Broadway 


MASSACHUSETTS 
Leominster, 
Leominster Hdwe. 
Co., 119 Tisdale St. 


MINNESOTA 
Owatonna, 
West Hdwe. 


Staples, Staples Hdwe. 
MISSOURI 


Laredo, 


Owner or 


Feature Manager 


Has enlarged its floor space 
and added a basement to its 
facilities. 


Has begun construction of an 
addition to its storeroom. 


Mrs. C. S. Lee, one of the 
partners, has acquired control 
of the business by purchasing 
the interest of Ira A. Lee. 


A new firm with complete line M. R. Kelly 
of hardware and farm imple- 
ments. 


Has new assistant manager, 
E. B. Haltom, succeeding 
Sam Fleming, who becomes 
manager of the firm’s Tifton, 
Ga., branch. 


Store has moved to new quar- 
ters. 


Held a formal opening of its 
store there. 


W. H. Worrell is now associ- 
ated with the business. 


Recently celebrated the 25th 
anniversary of the ownership 
of the business by the Wolf 
family. It is now under the 
management of Truman Wolf, 
son of one of the original 
owners. 


A new hardware, housewares, Sam Block 
and paint store. 


W. W. Buckman, after 62 
years in the hardware busi- 
ness and in the same location, 
is retiring from business and 
has disposed of his store to 
O. C. Loynachan and R. B. 
Slittsworth. 


Moved their hardware and im- 
plement business to new and 
larger quarters. 


Has opened an addition to its L. M. Bryant 
store which will display major 
appliances and ranges. 


Partnership of Joseph Safier 
and Ephraim Lipnick has 
been dissolved after 20 years. 
Mr. Safier is continuing the 
business under the same 
name. 


Under new ownership. a H. 


ood 


Under new ownership. 


Leif Bang 


Under new ownership. 


V. C. Rose, Sr., has discontin- 
ued his hardware business. 
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HOLD EVERYTHING UNTIL you get the details of 


Estate’s sensational Bar-B-Kewer. 


Offers women a 


wonderful new way to cook—puts you miles ahead 
of competition. Featured in big national advertising 


campaign in Life, 


Home Companion, Better Homes & Gardens. 


Good Housekeeping, Woman’s 


Get 


in on this big profit opportunity—get the facts to- 
day. Wire, write—or mail the coupon ! 


ESTATE Kaseges 





CITY GAS .. . BOTTLEDGAS .. . ELECTRIC 
pecs rss reser 4 
i THE ESTATE STOVE CO., HAMILTON, OHIO , 
q Dept. HA1-9 
’ ' 
i v mething i Bor-B-Kewer. Rush 
CLI P TH | Ss ; pwc sony Hin Ap carbene ee ab jor (Check which) 4 
Fillinthe Paste 1 City Gas CJ Bottled Gas Ci Electric ; 
coupon. 

it postcard. I a oo 
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@ It’s sound business to sell Deming Pumps and 
Water Systems. The complete line meets ALL 
shallow and deep well demands. Every pump in 
the line has Deming-engineered features that 
challenge comparisons. A Certificate of Guarantee 
backs up every Deming Water System as a pro- 
tection to YOU and your customers. 


DEMING 
SHALLOW 
WELL 
WATER 
SYSTEMS 























WORM DRIVE 






























THE DEMING 


Send for FREE copies of 
this 48-page “buyers 
guide.” It’s one of the 
many sales boosters 
available for Deming 
Dealers. 


COMPANY - SALEM, OHIO 





| J. T. Bradley 


MONTANA 
Columbus, 
Ekalaka, 


Rickard Hdwe. 
NEVADA 


Reno, 


Hdwe. Co. 


| NEW YORK 





| 
| 
| 
| 
| 
| 





Rome, DePeter 
Hdwe., 321 W. and _ will 
Dominick St. hardware 





New store opened by Mr. and 
Mrs. J. H. Larsen. 


In new location. 
Damaged by fire. 
Has expanded his floor space Michael J. 


carry a complete DePeter 
stock as well as 


lighting fixtures and appli- 


ances. 


White Plains, 
Pickard Hdwe., 


i43 E. Post Rd. 


ware, 


pliances. 


VORTH CAROLINA 


New store with lines of hard- Victor 
building 
housewares and electric ap- 


materials, Pickard 


Is expanding its business to Cecil Lowder 
include major appliances and 
ranges and has acquired the 


adjoining store room. 


Albemarle, 
Lowder Hdwe. Co., 
124 S. First St. 
OHIO 
Norwood, 
| Worth Hdwe., be known 
2008 Worth Ave. Hdwe. 
| OREGON 
Dalles, 


Dalles Hdwe. 


PENNSYLVANIA 
Brandon, 


H. C. Pleuss Hdwe. 


Hooversville, 
Danier Shaffer & 
Sons Hdwe. 


Under new ownership and will 
be known as Day’s Hdwe. 


Under new ownership and will Overton J. 


as the Supreme Courtney 


L. R. Day 


Under new ownership. Now (Carl Mielke 


Mielke Hdwe. 


Destroyed by fire. 


WASHINGTON 

Oaksdale, Under new ownership. Charles 

Brogan Hdwe. Fanning 
New store. John and 


Renton, 
Custer Hdwe. 


Bill Custer 








PAYROLL INSPECTION PERMISSIBLE 
UNDER THE WAGES-HOUR LAW 


Refusal of the Supreme Court 
to review a case involving Mont- 
gomery Ward & Co., in which the 

‘company challenged the right of 

the Government to subpoena pay- 
roll records, is regarded by the 
wage-hour administrator as vali- 
dation of the division’s practice 
of making routine inspection of 
all payroll records of covered em- 
ployees. 

Section 11 of the Fair Labor 
Standards Act empowers the ad- 
ministrator to “enter and inspect” 
payroll records in employer es- 
tablishments and the division, in 
view of the Court of Appeals de- 
cision in Chicago, insists that its 
practice of inspecting records of 
all employees of a covered firm 
engaged in interstate commerce, 
whether or not complaints have 
been filed, has been upheld. 

The standard procedure to be 
followed by the division here- 
after will be to make inspection 
of all branch establishments 
when discovery of violations is 





made in any one branch. Accord- 
ing to the wage-hour administra- 
tor, experience indicates that 
when one branch office or plant 
is in violation, other branches are 
likely to be in violation in the 
came way. 


METAL COVERING FOUND 
FOR EARTHENWARE 
(Washington Bureau 
of HARDWARE AGE) 

A metal covering giving earth- 
enware the strength and gloss of 
hard metals has been developed 
by a Swedish chemist. Accord- 
ing to a Commerce Department 
dispatch from Stockholm, the 
process involves a galvanic plat- 
ing of the pottery with what is 
described as layers of several 
metals which become chemically 
united to the treated earthen- 
ware. 

The process, the dispatch said, 
is expected in Sweden to find 
uses in many fields. 
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LUCAS PRESENTS NEW 


REGENCY COLORS 


AT ITS NATIONAL SALES CONVENTION | 


The presentation of the new) of the new line of “Hand Craft” 


line of “Durafilm Regency” col- | brushes 
ors was the most spectacular and | 


and 
Mohr- 


Pettit 
Mr. 


oe 3 


Arthur Mohrhusen. 


unique feature of the recent sales | husen pointed out the alarming 


| 
| 
} 





WALTER A. GORRELL 


convention held by John Lucas | 
& Co., Inc., Philadelphia, Pa. 
To introduce these colors a stage | 
show was produced by W. K. | 
Pehlert, advertising manager. | 
Seven beautiful girls were draped | 
in seven shades of silk, each rep- | 
resenting a “Durafilm Regency” 
color. To the accompaniment of 
a Strauss waltz, each girl was 
presented to the convention by 
stepping from a gigantic Lucas 
can 10 feet high. When all 
seven girls had been presented 
against a backdrop of the seven 
new colors, they intermingled on 
the stage, changing places to 
show how each color will har- 
monize with another. 

Another important feature of 





the meeting was the introduction 


| state of the world bristle market 
| due to the war and that govern- 


ment priorities are eating into 
bristle stocks and also buying up 


| the manufacturers’ products. 


W. A. Gorrell, vice-president 
and general manager, spoke at 
the opening session of the con- 
vention, selecting as his subject, 
Thanksgiving. He also described 
at some length the national de- 
fense program and the opportu- 
nity it offered. 
advertising manager and chair- 
man of the convention, struck the 





FRANK F. WHITTAM 


keynote of the convention by 
parting the curtains which 
opened on an elaborate stage 
setting depicting the “Spirit of 
°76.” On an enormous backdrop 
was the 1941 Lucas slogan, “Win 
With A Winner—Lucas 1941.” 





Seven beautiful girls presented the seven new “Durafilm Re- 
gency” colors. The line of seven deep colors and seven tints 
which can be intermingled to produce 49 different shades, each 
harmonizing with any of the others. The colors are available in | 
flat und semi-gloss finishes. To the accompaniment of a Strauss 
waltz each girl stepped from a 10-ft. Lucas can. When all had 
been presented they intermingled to show how each color har- 


monizes with the other. 
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AUBURN CENTRAL MANUFACTURING CORP. 


ONNER 


E In D ANA 


AUBURN CENTRAL SINKS AND CABINETS © BUILT LIKE A FINE AUTOMOBILE! 
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Wornens Hands were never made 


TO WRING OUT 





















No wonder this patented New DeLuxe 
Mop Wringer Pail is selling so sensa- 
tionally. A woman doesn’t have to be 
an acrobat to operate it. All she does is 
dip the mop through the open wringer 
on pail, step on the treadle and draw 
up the mop. That’s ALL she does! 


The treadle of the New DeLuxe 
squeezes the rollers, wrings out the 
water, does the whole dirty mop- 
wringing job in a jiffy. It’s so easy 
a child can do it! 


Won’t Tip or Wobble 


The New DeLuxe Mop Wringer 
Pail is made of heavy galvanized 
metal. Has no springs, no compli- 
cated mechanism, nothing to get out 
of order. Demonstrate how easily it 
works and how sturdily it’s made and 
you'll roll many an extra profit into 
your cash register this year. Ask your 
Jobber’s Representative to show you 
DeLuxe Mop Wringer Pail No. 2940 
—and the national maga- 
zine advertising we’re 
running to help make 
more sales for you in 
1941 Schlueter Manu- 
facturing Co., 4641 North 
Broadway, St. Louis, Mo. 


Schlueter Mfg. Co. 




























At the Norge distributor convention: left to right, Ronald 
Ries, M. G. O’Harra, and C. A. Rahn. Mr. O’Harra is Norge 
vice-president in charge of sales and Messrs. Ries and Rahn, 
of the Midland Implement Co., distributors in Billings, Mont., 









territory. 


NORGE DISTRIBUTOR SHOWS 
PILE UP RECORD ORDERS 


Heralding the success of a 
series of five two-day conferences 
recently concluded between of- 
ficials of the Norge Division, 
Borg-Warner Corp., Detroit, 
Mich., and its distributors from 
all parts of the United States, 
Canada, Chile, Colombia, and 
Mexico, was the announcement 
by Norge president, Howard E. 
Blood, that orders received from 
the distributors during the meet- 


ings reached a total in excess of 
any similar period in Norge his- 


tory. 

Manufacturing, pricing, and 
merchandising policies for 1941 
were outlined in a series of talks 
which sounded the key note for 
the coming year. There were 
also individual conferences be- 
tween distributor principals and 
Jack Tenney, refrigeration sales 
manager; as well as meetings 
with Earl Bridge, sales manager 


MORE THAN 200 ATTEND 
BOOSTER CHRISTMAS PARTY 


More than 200 hardwaremen at- 
tended the annual Christmas 
party of the Hardware Boosters, 
held at Busto’s Restaurant, 11 


| Stone St., New York City, Thurs- 
| day evening, 
| Fox, Star Expansion Bolt Co., 
| president of the Boosters, wel- 


Dec. 19. Harry 


comed the members and guests 
and the invocation was delivered 
by Fred Pfeifer, Payson Mfg. Co., 
dean of the Boosters. Following 
a real Christmas dinner, with all 
the fixings, a certificate of hon- 
orary life membership was pre- 
sented to H. R. Conner, Behr- 
Manning Corp., a past Chief 
Booster. Guests of honor were: S. 
H. Atkinson, Brooklyn, represent- 
ing the Metropolitan Hardware 








for washers; E. J. Kanker, sales 
manager for gas ranges; Art Kit- 
son, sales manager for electric 
ranges; Malcom Bard, commer- 
cial sales manager; Robert 
Palmer, credit manager; George 
Whitney, advertising manager, 
and John Park, treasurer. At 
their conclusion there were in- 
dividual executive conferences 
with Norge vice-president in 
charge of sales, M. G. O’Harra, 
and general sales manager, Paul 
Puffer. 

A sales clinic for distributors’ 
wholesalesmen was another fea- 
ture of the program. Staffed by 
Norge field representatives and 
under the direction of Norge sales 
promotion manager, M. W. 
Thompson, the clinic was devoted 
to a study of market and product 
analysis and principles of mer- 
chandising and styling. 








Association; H. H. Groshong, hon- 
orary life member; E. B. Gallaher, 
Clover Mfg. Co., an honorary life 
member; Mr. Conner and Robert 
Brown, Union Twist Drill Co., 
representing the Keystoners. 
Musical numbers were pro 
vided by an accordionist, who 
also lead in singing “God Bless 
America.” The party was under 
the direction of the entertainment 
committee headed by A. M. 
Glueck, manufacturers’ agent, 
vice president of the Boosters. 
Other members of the entertain 
ment committee are: Charles Pin 
cus, Stanley Works, vice chair- 
man; Howard Erickson, Ek 
Hardware Co., Inc., and Danie! 
Werth, Star Expansion Bolt Co. 
A variety of gifts and souvenirs 
were given out during the party 
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VITA-VAR APPOINTS has held several offices in the 
TECHNICAL DIRECTOR New York Paint and Varnish 
Austin Q. Allen has been ap- Production Club. He has served 

pointed technical director of the | °” the Machinery and Equipment 
paint and varnish plant of the Committee of the National As- 
Vita-Var Corp., Newark, New sociation for the past two years, 
Jersey. In his new position with and is now a member of = com 
the Vita-Var Corporation, Mr. mittee on camouflage paints. 


(llen will have complete super- | —= 


vision of the technical, research CONTRACT HDWE. ASSN. | 


and development departments. A 
considerable expansion program MOVES TO NEW YORE 


on research development is| The National Contract Hard- 
planned which will necessitate | ware Association, on Jan. 1, 1941, 
the enlargement and extension of | became established in new offices 
the Vita-Var laboratories and an | at 441 Lexington Ave., New York 
increase in personnel in the de- | City, Room 1001. Frank G. 
partments under Mr. Allen’s | Sherwood is the newly appointed 
supervision. | executive secretary of the as- 
Mr. Allen has a long record of | sociation which formerly had its 
service in the paint field. A | headquarters at Pittsburgh, Pa. 
graduate of St. Lawrence Uni- | meses 
versity, he was associated with | 
John Lucas & Company’s techni- | STOVER ENGINE CO. SOLD 
cal department for three years,| Purchase of control of the 
and with the technical depart-| Stover Mfg. and Engine Co., | 
ment of the Glidden Company for | Freeport, Ill., by Kalter-Arronson 
three years. He served as tech- | and associates and Schaap & Sons | 
nical director and general super- | of New York has been completed, 
intendent with A. C. Horn Com-| the buying group announced re- 
pany for 14 years, and as a|cently. I. Tachna of New York 
member of its board of directors | was elected president to succeed 
from 1935 to 1940. Mr. Allen | Charles H. Green, resigned. Lee 
is well known in local and| Madden was retained as vice- 
national production activities. He | president. 














G.E. HOSTS COUNTRY FAIR PARTY 


yy) 
. —* 
» THE BIGGEST BAR 
‘MN THE FAIR 





Against the background and atmosphere of a country fair, the | 
construction materials division of the General Electric Co. went | 
on display with its complete line for the first time on Friday, 
Nov. 15, in the General Electric Institute, Bridgeport, Conn. | 
Construction materials in the process of manufacture and under 
the torture chamber conditions of life tests, as well as finished | 
products, enlivened the gay stalls and booths assembled for the | 
150 editors and business representatives from 82 trade magazines | 
interested in the many fields in which the division’s products | 
are used. 

Doors of the main auditorium of the Institute opened to a| 
fanfare of carnival noises, recorded ca!'liope music, and shouting | 
barkers. The visitors were decked out in wide brimmed straw | 
hats and corncob pipes as they entered the room full of brightly 
colored canopies and balloons. The Fair’s midway included a | 
cider bar and canopy-covered lounge with simulated grass under- | 
foot. Artificial shrubbery was banked against the stage on which | 
there was a movie theatre and modern version of the old tintype | 
photograph service. 
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@ Most sensational server value 
ever offered! Smartly modern; a 
real beauty. Has plastic top and 
slide; stainless steel spring. 14 oz. 
capacity. For honey, syrup, cream 
catsup, salad dressing, etc. 





No. 572 No. 610-R 





New! 


NUT MEAT CONTAINER- MATCHED RANGE SETS 
CHOPPER - DISPENSER IN 2 COMBINATIONS at 
New, different; for salt, pep- 29c 
tex 4 


Steel construction, nickel glass 14 oz. capacity, 6” one 
Plated. Complete with red higt " red Te sit hak -'t : 
steel cover and red wooden ate ae 59c 


knob 


. 
Makes old-style choppers to sell 
obsolete. Is container-chop- for 
per-dispenser all in one! 


laminated labels. 





Shown above are other popular 
Household Handies, including: Nw 
382 Mistmaker Household Sprayer 
which retails at 25¢; No. 110 de 
luxe Dripless Server, a 50¢ seller: 
No. 610 Cocktail Shaker (14 07. 
size; large enough for 4 cocktails) 
and No. 620 de luxe Cocktail Shaker 
(1% qt. capacity) which retails for 
15¢ and 40¢; No. 294 Onion and 
Food Chopper, a 25¢ seller; and No. 
130 de luxe Batter Server which 
lists at $1.00. Get full details now 
on these profitable, fast-selling 
items. 


SEE YOUR JOBBER 


Nationally 


Advertised : 
IN LADIES’ HOME JOURNAL 


NATIONSLLY ADVERTISED IN 
LADIES’ HOME JOURNAL 

. . « Every month, starting with 

February! Take advantage of this 

powerful selling help. it’s reaching 

your customers .. . sending them to 

vow for Maueshold Handles! 





FEDERAL TOOL CORP. 


400 N. LEAVITT ST., CHICAGO, ILLINOIS 
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WHITE MOUNTAIN LINE 
of 


ICE CREAM FREEZERS 
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Make 1941 a White Mountain Year 
with the Quickest Freezing .. . 





Fastest Selling Line of Ice Cream 


Freezers on the Market. 


From the beginning the famous White 
Mountain Ice Cream Freezers have upheld 
the highest reputation for quality and 
The 1941 Line includes 
up-to-date models complete in all require- 


performance. 





ments and sizes for the Home, Restaurant, 
Hotel and Camp. Hand operated Freez- 
ers, also Power Freezers with pulleys for 
Belt Drive and Direct Motor connected 
Freezers for Electric Drive for “Domes- 


tic”, “Cafeteria” and “Commercial” use. 


Ask Your Jobber to Supply You... 


Send for Catalog 
of Complete Line 





THE 
WHITE MOUNTAIN FREEZER CO. 
INC. 








NASHUA, NEW HAMPSHIRE... 
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| one present 





M. C. 


Harriman, 


American 







Steel & Wire Co., newly 


elected president receives the gavel from R. E. Doti, Igoe Bros., 
retiring president and new chairman of the board. Left to right 
are: E. T. B. Penman, Neal & Brinker Co., third vice-president; 
E. S. Norvell, E. C. Atkins & Co., secretary-treasurer; Mr. Harri- 
man, Mr. Doti and Fred A. Scholl, Long Island Hardware Co., 


first vice-president. 


M. C. Harriman Heads Hardware Trade Assn. 


M. C. Harriman, American 
Steel & Wire Co., was elected 
president of the Hardware Trade 
Association of New York, at the 
annual meeting and Christmas 
party held Dec. 17, at the Rail- 
road Machinery Club, 30 Church 
St., New York City. More than 
40 members and guests attended. 
Other officers are: vice-presidents 

Fred A. Scholl, Long Island 
Hardware Co.; M. L. Langel, 
The Osborn Mfg. Co.; E. T. B. 
Penman, Neal & Brinker Co., and 
E. S. Norvell, E. C. Atkins & Co., 
secretary-treasurer. R. E. Doti, 
Igoe Bros., is chairman of the 
board and W. E. Clapp, The Yale 
& Towne Mfg. Co., is chairman of 
the executive committee. Elected 
to the board of governors were: 
W. W. Edwards, Federal Hard- 
ware Co.; Cal A. Popp, Toledo 
Pipe Threading Machine Co.; 
John Davey, Russell, Burdsall & 
Ward Bolt & Nut Co.; H. L. Gil- 
liam, Wood Shovel & Tool Co.; 
C. D. Merritt, Reed Mfg. Co., and 
W. E. Hansen, Hansen & Yorke 
Co., Inc. 

Gifts were presented to every- 
by Santa Claus, 
whose part was excellently taken 
by Roy C. Schmidt, Stanley 





Tools. A set of evening dress 
shirt studs was presented to re- 


tiring president R. E. Doti, Igoe 


Bros. 


SIMPLIFIED PRACTICE 
ROOFING TERNES 


The Division of Simplified 
Practice of the National Bureau 
of Standards has announced that 
Simplified Practice Recommenda 
tion R30-37, Roofing Ternes, has 
been reaffirmed without change 
by the Standing Committee of 
the industry. 

The seven weights of coating 
for roofing terne which were es- 
tablished when this recommenda- 
tion was originally promulgated 
in 1925, are still in effect. The 
recommendation also _ specifies 
that no roofing terne is to be 
manufactured lighter than the IC 
gage. In 1937 the scope of the 
program was enlarged to include 
a packaging schedule and a 
method of marking roofing terne 
sold in rolls. 

Copies of R30-37 may be ob- 
tained from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C., for 
5 cents each. 





C. Schmidt, 
greets Jimmie Brown, known on the stage as “The Gay 90's 
Dude.” Mr. Brown played the piano, sang old songs and led the 
general singing. 


Roy 


Stanley Tools, dressed as Santa Claus, 
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Pratt & Lambert Gives Xmas Turkeys 


Employees and officials of the | tribution of turkeys, a long-es- 
Buffalo and Fort Erie (Ont.) | tablished custom of the company. 
plants of Pratt & Lambert, Inc., | 
assembled Dec. 24 for their an- 
nual Christmas party. H. E.|D. Sproule, 
Webster, president, after a brief | charge of the Western division, to 


vice-president, in 


address presented awards cover- | Miss Irene A. Semones, office, and | 


F. E. Cramsie, factory. Then as 
at Buffalo and Long Island City, 
each employee received a turkey. 
C. W. Brown, resident manager, 
Eastern division, Long Island 
City, was in charge of the pro- 
gram there and presented Miss 
Helen Schusky a platinum pin for 
her 10 years’ service. 


ing 10 to 20 years’ service with 
the company. 

Watches for 20 years’ service 
were given to the following em- 
ployees of the Buffalo plant: E. 
V. Czaja, L. W. Fix, H. G. Ka- 
dow, W. J. McCarthy; L. A. 
Winklesas, Fort Erie factory. 
Platinum pins for 10 years’ 
service were awarded to Miss 
Dorothy I. Flavin, advertising de- 
partment, and Mrs. M. M. Ark- 
land, maintenance staff. Specially- 
designed cuff links, awards for 10 
years’ employment were presented 


SAVOGRAN CO. ADDS 
TO SALES FORCE 


Calvin L. DeGroat has been ap- 
pointed sales representative for 
to L. C. Eaton, maintenance de- | The Savogran Co., Boston, Mass., 
partment, H. Kluge, lacquer | in New York State, New Jersey, 
plant, and to R. A. Nie, Fort Erie.| and eastern Pennsylvania. He 
All employees shared in the next | succeeds the late C. V. Mc- 
feature of the program, the dis- | Namara. 








WINNERS IN HOME SALESMANSHIP COURSE 





Here are the three winners in the home saiesmanship course 
given by the Southern California Retail Hardware Association, 
standing, left to right: first, Charles Swan, Brea Hardware Co., 
Brea, Calif.; second, Fred Steell, Hellman Hdwe. Co., Los An- 


In Chicago, at a similar gather- | 
ing, watches were presented to C. | 





| 
| 
| 
| 











geles, with John R. Cooper, also of that company, who took 
third place. Seated are, left to right: Maurice Hellman, presi- | 
dent of the association, and its secretary, J. V. Guilfoyle. | 

The course was in the form of a sales manager’s letter sent | 
each month for six months, to each of the 255 enrolled clerks. 
At the end of the course students received a questionnaire, the | 
answers to which were contained in the lessons and the students | 
could either supply the answers from memory or refer to the | 
lessons. A time limit was set for the return of the written ex- | 
amination and those who responded in that period were given | 
an oral, final examination on subjects presented in the monthly | 
issues of the sales manager’s letters. Each student was rated for | 
the number of questions answered correctly, the first three being | 
designated as the grand prize winners. Each of the students who 
completed the course and the first examination with a 75 per 
cent efficiency rating or better, was granted a parchment di- 
ploma, carrying the degree of “Master Hardware Salesmen.” Jn 
addition the grand prize winners were presented with a suitably | 
inscribed gold loving cup. 
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GRIFFIN 


AND WROUGHT STEEL 


HARDWARE 


“3 BUTTS TO A DOOR” 






| DYerey am olthen 

Strap and 
Tee Hinges 
Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 


Safety Hasps 


Hinge Hasps 





| DYevesam a Ftevelts- 


No. 929 fi 
Garage 
Hardware 
Screen Corners 
No. 56 No. 830 7 


Corner Braces 


Door Bolts 
Cellar 
Window Sets 


NYu atte) 


Hangers 


Screen Door 
Hardware 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 











AGENTS 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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Looking 
for a 
Hardware 
Store? 


HE place to find it is 

under the heading of 
Business Opportunities in 
the Classified Opportun- 
ities Section of the regular 
issues of Hardware Age. 





By watching the for-sale ads 
you'll be reasonably sure to 
secure a good paying busi- 
ness at a fair price or better 
still, let the trade know the 
kind of a store you are look- 
ing for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42d Street 
New Yerk City 


















The F. W. Heitmann Co., 
wholesale hardware firm of Hous- 
ton, Tex., is celebrating its 75th 





F. A. HEITMANN 


business anniversary. The com- 
pany was established in 1865 by 
F. W. Heitmann, the father of F. 
A. Heitmann, its president. It 
was the first exclusive hardware 
and metal business in Texas. 
Prior to the time F. W. Heitmann 
established the business, he had 
been in the forwarding business 
under the name of Allen & Heit- 
mann. 

In the early days following the 
Civil War, business was obliged 
to import much of its merchan- 
dise from England and Germany. 
However, as soon as American en- 
terprise made it possible to pur- 
chase goods in this country, con- 
nections were formed with some 
of the leading manufacturing 
concerns in the United States, 
many of which exist today. In 
the early seventies, H. S. Fox 
became a member of the firm and 
the name was changed to that 
éf Fox and Heitmann. When 
Mr. Fox retired in 1876, the firm 
reverted to its former name of 
F, W. Heitmann Co., and in 1881, 
F. A. Heitmann entered the em- 
ploy of the company as traveling 
salesman and general assistant to 
his father. In 1885 he was given 
an interest in the business and 
four years later at the death of 
his father he became president. 


F. W. HEITMANN CO. CELEBRATES 
75th BUSINESS ANNIVERSARY 


| Under Mr. Heitmann’s manage 

ment the business grew rapidly, 
|expanding its plant as well as 
its lines of merchandise and dur 
ing that period many smaller 
competing firms were absorbed 
Again in 1917 with the increased 
demand for merchandise, the 
company enjoyed a greater wave 
of prosperity. At the present 
time it occupies approximately 
115,000 sq. ft. of floor space in 
its store and warehouse and em 
ploys approximately 100 persons 
The territory covered includes 
most of Texas, South of Austin, 
including East Texas and the Rio 
Grande Valley. Adhering con- 
stantly to its original business, 
only allied lines fitting in with 
the hardware and industrial hard- 
ware business have been added. 
The main lines carried today are 
heavy hardware, industrial hard- 
ware, metals, roofing, contractors’ 
supplies, tools, and builders’ 
hardware. 

The present officers of the com 
pany are: F. A. Heitmann, presi 
dent, who is also a former presi 
dent of the National Wholesale 
Hardware Association; J. W 
Dittmar, vice-president; Mrs. F 
A. Heitmann, vice-president; H 
A. Newman, vice-president and 
treasurer; Henry Oliver, vice- 
president, and G. E. Ploeger, sec 
retary and assistant treasurer. A. 
L. Bacarisse is sales and traffic 
manager and Gus C. Dittmar. 
buyer. 





MODERN PLASTICS 
CATALOG 


The 1941 Modern Plastics Cat 
alog has been issued by the 
Modern Plastics Magazine, 122 
E. 42nd St., New York City, at 
$1.50 a copy. The catalog is di- 
vided into nine divisions: plas 
tics engineering; materials, ma- 
chinery and equipment; plastic 
coatings; plastics properties chart, 
and charts on solvents and plas- 
ticizers. The directory section 
has been enlarged and contains 
listings of custom molders, com 
pression and injection, and lists 
of foreign manufacturers of plas- 
tics in Canada, South America 
and Mexico. 











CONGOLEUM-NAIRN APPOINTS 
NEW YORK AND BOSTON MANAGERS 


Congoleum-Nairn, Inc., Kear- 
ny, N. J., has announced the 
appointment of W. J. O’Hara to 
the position of branch manager 
of its New York office. Mr. 
O’Hara comes to New York after 
18 years in the Congoleum-Nairn 
Boston office of which he has 


been branch manager since late 
1939. 

In Boston, S. O. Sixsmith, for 
merly assistant branch manager 
of the Congoleum-Nairn Pitts 
burgh office, has been appointed 
to the post of branch manage 
succeeding Mr. O’Hara. 
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NEW “UNIVERSAL” APPLIANCES 


SHOWN 


From coast to coast, regional 
sales managers for the “Univer- 
sal” major appliances of Land- 
ers, Frary & Clark, New Britain, 
Conn., assembled at that city for 
a review of 1940 achievements 
and a preview of models, sales 
promotion, and 
1941. The four-day 


meeting 


opened with a special range ses- | 


sion at which “Precision Cook- 
ing” was announced as the new 
“Universal” range 
1941. 

B. C. Neece, general sales man- 
ager reviewed range sales ac- 
complishments, stating that sales 


in 1940 had far exceeded expecta- | 


tions and made appropriate pre- 
dictions for 1941. 
newly appointed sales manager 
of the electric range division, 
presented each of the nine new 
“Precision Cooking” models in | 
detail. With the exception of 
two models 


and combination and apartment- 
house models, all new ranges 
have the following features which 
make up “Precision Cooking”: 
“Mult-I-Heat” control, “Magic 
Eye” oven control, “Select-A- 
Trol,” “Superheat” units, “Bake- 
Fast” oven and the “Serv-A- 
Drawer.” 

As a companion line to ranges, 
a full line of square-model water 
heaters, including three regular 
models, and a table-top model, 
all in 30, 50, and 86-gallon ca- 


pacity, were unveiled. 


The sales managers were re- | 
| mendation, adopted by a general | 


quired to cook a complete oven 
dinner, an economy cooker meal, 
to bake pies and cakes and to | 
complete several surface-cooking | 
operations utilizing “Precision | 
Cooking” features. ~The dinners | 
were served at a banquet which | 
was held in the Home Service 
Kitchen. 

At the washer sessions held 
during the third day the men 
were conducted through the fac- 
tory to observe production of the 
new “Wash-White” washer line. 
E. L. Farquharson, electric 
washer sales manager, presented 
the line for 1941. Special at- 
tention was given to the new 23- 
in., 9 Ib. tub and such sales 
features as the automatic time 
switch, safety switch, and auto- 
matic Rollstop, were explained 
and discussed. 

After the various models had 


been presented, Mr. Krigner 


from Lever Brothers told of the | 


extensive tie-in activity being 


undertaken by his company to 


promote Universal Washers in | 


connection with Rinso. 
The final day of the conven- 
tion was given over to vacuum 
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advertising for | 


theme for | 


H. M. Parsons, | 


which are _ still | 
equipped with five-heat switches | 


AT SALES CONVENTION 


cleaners with Lee Moss, vacuum 
cleaner sales manager presenting 


the new lines of conventional 
cylinder-type cleaners, showing 
the features which have been 


| added for 1941. 
ithe “Universal” 
which 


He emphasized 
step-up plan 
introduces a 


low price of $19.95 and also a 
| complete range of models up to 
| $49.95. 


the “tattle-tale” 
the user when the bag needs 
emptying. 

In presenting the “Lander’s 
Open Top” sweeper line, Mr. 
Moss spoke about such features 
as emptying the dirt pan without 
carrying the whole sweeper along, 


brush-type | 
| conventional cleaner with a new | 


A highlight of this ses- | 
sion was the vacuum cleaner with | 


light which tells | 


the high and low adjustments | 


| and the styling. 
The series of 
brought to a close at a banquet 
held at the Shuttle Meadow Club 
at which the late A. G. 
president, Arthur E. Allen, mem- 
ber of the board of directors 
were the principal speakers. 


SIMPLIFIED PRACTICE 
ASH HANDLES IN PRINT 


meetings was | 


Kimball, | 


Printed copies of the first re- | 


| vision of Simplified 
” | Recommendation R76, Ash Han- 
dles, are now available according 
be an 
| Division of Simplified Practice, 
| National Bureau of Standards. 
The first edition of this recom- 


Practice 


announcement of _ the | 


| conference of representative | 


manufacturers, distributors, and 
users, on August 19, 1927, estab- 


lished three grades of handles 


| known as XX, X, and 1. For| 


greater clarity, the proposed re- 


vision changes the designation of 


these grades to A, B, and C, re 
spectively. In addition, 
basic grades are each subdivided 
to provide handles suitable for: 


(1) fork, rake, hoe, and kindred 


| farm and garden tools; and (2) | 


shovels, spades, and scoops. Pro- 
vision covering stems short 
handles used to make D handles 

are added. The weights of 
wood falling in each grade, for- 
merly specified as heavy, medium 
and fair, are defined in terms of 
pounds per cubic foot. Definitions 
of blemishes have been added, 
and other features of the recom- 
mendation clarified. 

Copies of this recommendation, 
which is designated as R76-40, 
may be obtained from the Super- 
intendent of Documents, Govern- 
ment Printing Office, Washington, 
|D. C., for 5 cents each. 


these 
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VICTOR 


MIRACLE BREEZE 


4 models with the 
exclusive “Flexaire 
Breeze Director 


The new, beautiful, sen- 
sational fan line, de- 
signed for sales at a 
profit by one of Amer- 
ica’s foremost designers. 
The unbeatable, incom- 
parable fan line for 
1941. Six smart, buy-ap- 
pealing desk models— 
three great price leaders 
—four models with the 
exclusive Flexaire Breeze 
Director. New catalog 
now ready to give you 
the details of the most 
outstanding fans in 
years. BEAUTY... 
VALUE... PROFIT. 
Write today! 


“st 


VICTOR ELECTRIC PRODUCTS, Inc. 
Dept. J-510/ 
2950 Robertson Ave., Cincinnati, Ohio 


ASK YOUR JOBBER 
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Sales leaders 
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CI superior process [t 


ALL wit tor 


Long Service and 
Modern Appearance 


Al Made Under 
Certified Quality 
Standards 








The line that takes with the public is the line that's 
best for the dealer. The Continental line is up-to-the- 
minute in quality and sales appeal. It includes the 
most modern styles of steel roofing and siding... 
sheets that have more style and better appearance as 
well as improved serviceability. Continental galvan- 
ized building sheets are made from special analysis 
or copper-bearing steel. All are galvanized by the 
SUPERIOR PROCESS for greater protection against 
rust and for longer life . . . all are available with the 
Zinc Institute’s “Seal of Quality” 2-oz. zinc coating. 


This System Builds Business 


Continental has a selling system that builds business for 
dealers. It finds building prospects. It brings them in and 
helps you sell them. Find out for yourself about this new meth- 
od of building sales volume and profits for dealers. Write the— 


CONT! NENTAL STEEL CORP., Kokomo, Indiana 
Plants at Canton, Kokomo and Indianapolis 


CONTINENTAL 








v = 























STEEL CORPORATION 
ply ty te 


15 STYLES OF STEEL ROOFING WAILS, STAPLES, La 
| posts, GATES, BARB WIRE AND SIDING, AND FITTINGS FENCE, POULTRY NETTING 


$GREAT _osituarics 


ARTHUR G. KIMBALL DIES 


Was associated with Landers, Frary & Clark for 42 
years and president of the company since 1918 


Arthur G. Kimball, president | 
of Landers, Frary & Clark, New | 
Britain, Conn., for 22 years | 
passed away Dec. 23 following a| 


| Mrs. Effie G. Kimball; 
| George E., 





| 

ARTHUR G. KIMBALL 
sudden illness. Mr. Kimball, | 
who was 60 years old, had been 
taken ill the Friday preceding 


his death and entered a hospital | 


when his condition became grave. 

Mr. Kimball was prominent in 
manufacturing circles throughout 
the state of Connecticut and had 
assumed the presidency of Land- 
ers, Frary & Clark, March 1, 
1918. Born in Evanston, Il., in 
1880, Mr. Kimball, following the 


completion of his education, en- | 
tered the Chicago office of the | 


company when he was 18 years 
of age. Connected with that 
‘office from 1898 to 1905, he was 
edvanced to the sales force of 


| the company in the Missouri ter- | 


ritory and remained in that ca- 
pacity until 1909, when he was 
called to New Britain to new 


duties in the sales department | 


in the general office. 

In 1911, Mr. 
elected assistant secretary, and 
less than a year later he was ele- 
vated to the vice-presidency, and 
in 1918 became president of the 
company. 

A leading industrialist, Mr. | 
Kimball was a director of the 
National Electrical Manufactur- 
ers Association. He was also a 
director of the New Britain Gen- 
eral hospital, a director of the 
New Britain National Bank and 
a member of the public welfare 
commission. In 1934 he was ap- 
pointed chairman of the NRA 
code authority to administer the 


cutlery, manicure, implement, 
painters and paperhangers and 
tool industry. 

Mr. Kimball leaves his widow. 
two sons, 
an assistant professo: 
at Columbia University, and 
Penn T. Kimball, a staff member 
of PM, a New York daily news 
paper, and a daughter, Miss 
Elizabeth Kimball. 


HORACE B. GATES 


Horace B. Gates, 84, president 
for many years of the former 
Hackett, Gates, Hurty Co., St. 
Paul, Minn., passed away in that 
city on Dec. 17. The first 10 


| years of his business career were 
| spent in banking and then in 
| about 1880, Mr. Gates became as 

| sociated with his father-in-law, 


C. W. Hackett in the wholesale 
vale thr firm then known as the 
C. W. Hackett Hardware Co. M: 
Hackett’s failing health placed 


| Mr. Gates at the head of the 


company within a few years 





HORACE B. GATES 


Kimball was 


which position he held until he 
decided to sell his interest and 
liquidate the business in 1931. 

Surviving Mr. Gates are two 
| sons, Lewis H. Gates of Buffalo, 
| N. Y., and Frederick H. Gates 
of St. Paul, Minn. 


RICHARD RASCH 


Richard Rasch, secretary-trea 
|surer of the Laclede Hdwe. Co., 
St. Louis, passed away recently 
following a heart attack. He was 
73 years old and had been a 
hardware man for 30 vears. He 
|leaves four daughters. 
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GEORGE E. MAY 


George E. May, 56, prominent 
in hardware circles in Toronto, 
Canada, for more than 30 years 
passed away Dec. 13. His father, 
now 80 years old, was for a long 





GEORGE E. MAY 


time identified with the retail 
hardware business in Creemore, 
Ont., with which a brother is 
associated. 

Mr. May was proprietor of the 
May Brothers Hardware in West 
Toronto and during his lifetime 
had been prominent in a number 
of organizations and activities. In 
1922 he was president of the 
Ontario Retail Hardware Asso- 
ciation and in that year, also, he 
was appointed acting secretary. 
He became permanent secretary 
in 1929 and retained that posi- 
tion until his death. 

Mr. May leaves his widow, 
Blanche Ratcliffe May, and a 
son, Howard May, who is in 
charge of the retail business. 


FRANK B. CONNELLY 
Frank B. Connelly, 78, presi- 
dent and founder of the F. B. 
Connelly Co., Seattle, Wash., and 
Portland, Ore., passed away Dec. 
6 after a brief illness. He was 





FRANK B. CONNELLY 
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j also president of the Connelly 


Machinery Co., Billings, Mont., 
and of the Connelly Acceptance 
Co., Seattle. 

Born in Iowa, Mr. Connelly in 
1885 went to Montana to become 
secretary of the Yale-Babcock 
Hardware Co., in Billings. The fol- 
lowing year he founded the Con- 
nelly Machinery Co., and for some 
time was cashier of the Yellow- 
stone National Bank. He was a 
founder of the city of Billings, of 
the Chamber of Commerce there, 
and of Montanans, Inc. He was 
also active in the founding of the 
Montana water conservation 
board and also of the Billings 
Shipping Corp. 

He leaves his widow, Flora E. 
Connelly, a son, Frank G., of 
Billings; two sons and a daugh- 
ter, Kenneth A., and O. Dean 
Connelly and Mrs. Leonoir C. | 
Mills of Seattle; and a son, Glenn | 
H. Connelly of Portland. 








SEE NEED FOR 9,000,000 
NEW HOMES 


(Washington Bureau 
of HARDWARE AGE) 


One: 


Sales Point Number 


Published in two parts, TNE( 
monograph No. 8, entitled “To- | 
ward More Housing,” states that | 
there is a need for new houses 
for more than 9,000,000 Ameri- | 
can families who are in the in- 
come groups earning less than 


| : 
$1500 a year. However, it adds ] 
that the difficulty is that under THE 

the present setup the industry a as 


geared to build houses primarily . -_ 
for income groups earning $2000) Becguse R/M Woven Glass Wicks ignite sO 
or more annually. This observa- | : 


tion is made after the report de. | quickly, customers get better stove per- 


clares that “ideally, the most de- 








‘irable method of providing bal.| FOFMance—a fact that will keep them sold 

|on R/M Woven Glass Wicks, once they 
er tae” macy have tried them. It will pay you to urge your 
standardization of materials, sim-| Customers to try these glass wicks. Pack- 
plification of building codes and 


enforcement of anti-trust legisla. | @Qed in attractive blue and silver boxes, six 


anced residential construction is 
through private enterprise.” The 





tion. 


| | feet per box. Also available in 100 ft. rolls, 


“We build largely for this lim- 
ited group,” the report points 
out, “because the home-building 
industry has followed traditional 
practices and failed to keep up 
with the progressive 


| in dispenser carton. 


Six Other Advantages: 
nethods 
- Nearly perfect combustion. Wire core yarn pro- 


tects burning edge. Quick to go out—eliminating 
odor. Carbon forms slowly, wipes off easily. Eco- 
nomical because longer lasting. Novelty 
appeal creates sales. 


that have enabled other indus- 
tries to extend their markets to 
low-income group:. The provi- 
sions of homes today is largely 





dependent upon a_ haphazard 
grouping of small, independent 
units lacking capital, and upon | 
traditions, customs and restraints | 
|of one kind or another that are 


dificult to 


many of the raw materials of 





break. Moreover, | INDUSTRIAL SALES DIVISION 


RAYBESTOS-MANHATTAN, INC. 


MANHEIM, PA. 


the industry are concentrated in 
a few hands with a controlled 





: . * ” | NORTH CHARLESTON, S.C 
and inflexible pricing system. | 
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EDWARD A. HOPKINS, 
senior partner of E. A. Hopkins 
& Sons, Goshen, N. Y.. is 72 
years of age and on Dec. 8 com- 
pleted a half century of activity 
in the retail hardware business. 
Born on a farm near Goshen on 
July 3, 1868. Mr. Hopkins had 
| his introduction to hardware on 
Dec. 8, 1890. when he entered 
| the employ of Jason W. Corwin 
| in his store at 30 West Main 

St.. Goshen. In those days the 

horse meant much to the hard- 

ware business and at one time 

the entire second floor of the 







































store was piled with horse 
blankets. In 1896 the name of 
the firm was changed to Corwin & Kniffen and six years 
later Mr. Hopkins became a partner in the firm with Mr. 
Kniffen, taking the place of Mrv Corwin. Twenty years 
later Mr. Hopkins became sole owner and on July 1, 1930. 
his son entered the firm as a partner. The location of the 
business has remained unchanged through the past half 
century. Mr. Hopkins has had many interests outside of 
| the hardware business. He has been an elder of the Pres- 
byterian Church for almost 50 years and a member of 
the Cataract Engine & Hose Company since 1888. He was 
, | a member of the Town Board for about 16 years and was 
} | Village Trustee for a six-year period. He is a charter 


EDWARD A. HOPKINS 


AL 
WM. SCHOLLHORN CO. 
NEW HAVEN, CONN. 
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MAKE 1941 YOUR BIGGEST 
YEAR IN HAMMER SALES 


Stock the Cheney line of Nailers, the hammers 
with the celebrated nail holding device, a pat- 
ented, exclusive Cheney feature, and sell more 
hammers in 1941 than ever before. Make full 
use throughout the year of the famous Cheney 
Sales Maker, the display-demonstrator, that will 


actually sell hammers for you. Give your trade 
































the very best in hammers, plus the outstanding 


b which nail holding device, a feature not to be found in 


Social Clu 
Athletic and In ad- | any other hammer. From the Silver King, the 


: entury. 
or almost half a ¢ pe 
I oe of the Goshen Masonic | ee ae eee 
=e ee 
dition he has been 


oO e tor 5 years serve as its master 2 ars ago. 
. § » yeal 
: and : d 


He has been treasurer for 16 years. 


member of the Goshen 


“ has been in existence 
Cheney Nailer, there is just the right hammer to 
meet every mechanic's needs. Start in now mak- 
ing 1941 your biggest year in hammer sales. 


NSHOT, part- Send in an order for a few dozen Cheney 
C. re ag woo > Hardware Siti: wit te cnet ents @ tis tiie 
ner in e s ” 
Co., Petersburg, Ind., is 90 
of age and has been 
identified with the hardware 
business for the past 65 years. | 
Mr. Boonshot was born on oe 


Feb. 25, 1850, more than a weeps 
, before the begins Sales Office: 302 Broadway, New York City 


Display. 


years 


lecade 
we Civil War. Twenty-five 


years later he entered the 














é : . . = . " 
hardware field with the Shaw 
Mr han-Boonshot Hardware Co., 
“ which later was succeeded by 
980. the Boonshot Hardware = 
th He is still actively connecte¢ 
al with the same firm. Mr. on 

: i aiti- 
x C. F. BOONSHOT chot is president se mie i 
Pres zens State Bank of I errs 
Pres- ; . “the other side of the hill and admi a 
or of He likes to see ae hobby He is quite activ’ 
> was that traveling is his principal ob so oT eels 
a and keeps abreast of all current conartion: | 
arter a | ' 
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Do We Need 
Better Eating or Better Thinking? 


There’s a lot more danger from 


a high standard of living than 


there is from one that’s lower 


By SAUNDERS NORVELL 


L. the United States 


suffering from a low standard of 
living ? 

The football games draw great 
crowds. 

The movies are jammed night 
and day. 

The New York hotels are turn- 
ing away would-be guests. 

You have to reserve a table at 
a night club in advance. 

The parkways are jammed with 
a stream of new cars. 

Our colleges and schools have 
record enrollments. 

Our restaurants, select and or- 
dinary, are crowded for lunch and 
dinners. 

At the “cocktail hour”—4:30 to 
6 p.m.—the bars are full of men 
and women. 

Cigarette sales are the highest 
on record, 

Furs are bringing record prices. 

The number of telephones in 
the country have reached an all- 
time record. 

The F. W. Dodge Corporation 
reports as follows: 

“The year 1940 has been the 
largest construction year since 
1931. 

“Building—dollar value—is 
up 54% per cent in first nine 
months of 1940 as compared 
with 1939. 

“The figures are—1940 
$2,784,.352,000, 1939-—$2,634, 


92 


802.000. Increase $150.- 


000,000! 


“Gains $50,000,000, commer- 


cial buildings, $114,000,000: 


manufacturing buildings, $125.- 
000,000; residential buildings, 
private ownership — buildings, 


gained $222,000,000. 

“Third quarter of 1940—in 
building—ran 24 per cent 
ahead of same period in °39. 
I might continue such statistics 
indefinitely—” 

So—— 

| wonder where and why 52.- 
000,000 people in the United 
States are going hungry as one of 
our recent presidential candidates 
stated. I don’t believe any such 
statement. Here’s the clincher on 
that— 


Longer Life 


Medical reports indicate that in 
1940 health statistics are making 
a record, too—fewer deaths per 
1000 of population. Except for 
cancer and heart disease the doc- 
tors are getting the better of all 
other diseases. 

The length of life for the aver- 
age man is longer in 1940, in the 
United States, than ever before. 

Such records couldn’t indicate 
a “starving” population. 

What I think is that this coun- 
try is more in danger from a high 


SAUNDERS NORVELL 


standard of living than a low one. 
The overfed are not clear-headed. 
Ask any doctor. More people are 
harmed by too much eating than 
by too little eating. When the 
facts are known it is surprising 
how little food is necessary to sus- 
tain life. Most of us eat for the 
pleasure of eating, not just to keep 
alive and gain energy to work. 
Note what is consumed at drug 
store counters. 

An elderly friend of mine, who 
has retired and has no family, tells 
me he lives like a lord here in 
New York on $100 per month— 
$5.00 a week for room and $1.00 
a day for food. That’s about 
$52.50 a month. He is saving 
money—so he says—for a rainy 
day. He tells me there are more 
free shows in New York—mu- 
seums, art galleries, lectures, art 
exhibitions, churches, etc., than he 
has time to attend. He is living a 
great life. He is an intellectual. 
He has time to read. Now—— 

All this leads me to state that | 
believe what we need in this year 
and the coming year is not the 
need of a higher standard of liv- 
ing, but we do urgently need a 
higher standard of thinking! 

If ever there was an exhibition 
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of the need of higher thinking, it 
was. displayed in our recent presi- 
dential campaign, and that goes 
for both parties. 


* 


My office is in the Chanin 
Building, 42nd and _ Lexington 
Ave. It is 52 stories high, 
grand view of New York, on a 
clear day from the top. The fine 
new offices of the HARDWARE AGE 
are on the same block. There are 
10,000 office people in this build- 
ing and 35,000 people visit the 
building every working day. | 
am getting acquainted with my 
neighbors. They make a living in 
all sorts of ways. I could write 
an interesting article just about 
them. 


Solves a Problem 
G. J. Egan called on me. His 


office is near mine. His company, 
the R.A.C. Corporation of Phila- 
delphia, lease automobiles to cor- 
porations for their salesmen. Here 
are some of the things they do: 
Supply a new first-class car. (Sev- 
eral standard makes your 
choice.) Furnish insurance—all 
kinds; buy your old cars; pay for 
repairs; supply new parts; de- 
liver cars anywhere, any time, and 
at the end of 12 months supply a 
new car. They do everything con- 
cerning a car except supplyi ing gas 
and oil; your company has no car 
investment, no car troubles and 
no car records to keep. 

You just pay about $45 per 
month per car. 

If the car runs 15,000 miles a 
year. the cost is four cents per 
mile, and you always have a new 
car. 

What are your salesmen’s cars 
costing you? Figure it up. Figure 
office work and bookkeeping. I 
remember when a company I was 
with—owning our own cars—cost 
us 61% cents per mile. We allowed 
that. Once—sad story—three of 
our factory employees took a 100- 
mile trip with one salesman and 
all four of them charged up 61% 
cents a mile! Expensive trip for 
the company. 

At least you should write for 
Mr. Egan’s literature, Chanin 
Building, New York, about his 
company plan. It is interesting 
reading. There’s a chapter on 
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FREE ya 


Mr. Hardware Dealer... 
ORIGINAL ROGERS SILVER | 
PLATE 


with every purchase of 3 or more of 
Manning-Bowman’s best seller...The- 
IRON-THAT-WAGS-ITS-TAIL! 


























HERE’S HOW IT WORKS... with each purchase 
of 3 Marining-Bowman irons during the special January- 
February-March promotion, you get, free, any one of 
the groups shown above. 

If you buy 24 irons, you may select 6 of Group No. 1 
and one each of Groups Nos. 3 and 4...24 pieces. If you 
ordered 18 additional irons, you might select 6 of Group 
No. 2 and continue to build your beautiful Marigold 
service to any number of pieces, according to your pur- 
chases of irons. For example, with the purchase of 78 
irons, you might have a complete silver service for 
twelve...90 pieces. You make your own choice of these 
groups with each order of 3 irons. 


Write Manning, Bowman & Co., 


e 
Meriden, Conn. for the complete 
story ... national advertising in d nN nN l nN 
Life and The American Home .. . 


the free consumer offer of a sleeve 
ironing-board or a $1.00 trade-in MEANS BUSINESS 
allowance on old iron .. . the dealer 


ads, displays, folders and other helps 
sharon owman 











This is the Marigold pattern, styled to enhance the 
beauty of any table setting...made by the famous 
International Silver (Company... guaranteed to give 
complete satisfaction, or any piece will be replaced. 
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Cash-in 


ON THE WIDE DEMAND FOR 





Making screens; cabinets; other wooden 
articles; repairing furniture 


@ There's a wide de- 
mand for this handy item! Nearly everyone 
who works with wood can use them—home- 
owners, carpenters, cabinet makers, etc. Dis- 
played in a convenient, attractive carton, 
Acme Corrugated Fasteners will provide the 
eye-appeal to attract your customers . . . 
will prove to be one of the best extra-sales- 
getters you've ever handled. 


Acme Tack-Point Corrugated Fasteners 
are used for repairing furniture, making 
screens, cabinets and other wooden articles. 
Available in two types, parallel and diver- 
gent, Acme Fasteners assure easy driving 
and stronger joints. The sharp cutting 
edges penetrate, but do not crush the wood 
fibres. The divergent feature draws the two 
pieces of wood closer together. 


If your jobber can't supply you, 
write us direct. 





PACKAGED IN 3 POPULAR SIZES 


There are 50 fasteners of one size to a box— 
4x4, 4x5, or %x5. The display carton con- 
tains 12 boxes. For larger requirements: 
standard cartons of 250, 500 and 1000 fasten- 
ers; boxes of 100 fasteners, 10 boxes to a 
carton; and in 100-Ib. kegs. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, lil. 
Branches and Sales Offices in Principal Cities 








MAIL THE COUPON 
FOR FREE SAMPLE BOX 








Acme Steel Company, 
2838 Archer Ave., 
Chicago, Ill. 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners. 











how salesmen handle cars, the dif- 
ference in their mental car atti- 
tude and practice when they use 
their own cars and company- 
owned cars. Mr. Egan says a 
salesman is not so considerate of 
a leased car but it’s all right with 
them, they take the good with the 
bad. They now have 30,000 cars 
leased. Some job to keep up with 
this fleet! They do all the book- 
keeping, etc. 


Lubricating Oil 


Some time ago I wrote about 
getting profitable lubricating oil 
business back to the retail hard- 
This led to quite a 
little correspondence. [I’m sup- 
posed to be a contributing editor, 
but I often find I’m also supposed 
to be a sales manager. H. M. Hart, 
president of the Galena Oil Cor- 
poration of Cincinnati, Ohio, read 
that article and favored me with 
a call. Later he sent me a quan- 
tity of their selling literature. 
They have some great stuff for the 
retailer and wholesaler. Cards. 
pamphlets, window displays, sam- 
In their printing they 
use a lot of attractive color, pic- 
tures, ete, 

The Galena people have given 
a lot of thought to selling. Drop 
a postal to Mr. Hart. Say you 
are interested in selling oil and 
see what happens. 

Here’s a new one. A manufac- 
lurer’s salesman called on me and 
stated the retail hardware trade— 
the independent—was better and 
doing a better selling job than 
ever before. “How come?” I in- 
quired. “There have been a lot 
of first-class funerals,” he replied. 
“and there is now a whole new 
crop of younger dealers who are 
adopting new plans and ideas.” 

“Have you noticed,” he said, 
“that most of the ‘belly-achers’ 
were old men.” 

Then glancing at my hoary 
locks he added: “Of course, there 
are still some old timers that keep 
up to date but old age does slow 


ware store. 


ples, etc. 


“em down.” 

I see the butt makers are push- 
ing the idea of “Three Butts to 
the Door.” Well it’s supposed to 
be a brand-new idea. This makes 
me smile. Thirty years ago 
George Hart, of the Stanley 
Works, asked me. “How can we 
increase sales on butts?” My an- 


swer was “Advocate three butts to 
a door.” He liked the idea. | 
wrote about it over 30 years ago 
in The Gimlet. 

We have reached the end of 
another year. Good resolutions 
are in order. The best resolution 
for any business, large or small, 
is to clean up the office. This 
means desks and files. After 
Christmas trade there’s always a 
let down. Then we all tend to rest 
and relax. (I wouldn’t use the 
word loaf). Now that’s a good 
time for the clean-up campaign. 
I know you clean up stock (or 
should) at your annual inventory, 
but I have often noticed that even 
when there is a stock clean up the 
office clean up is forgotten. 

Hardware men are usually out- 
of-doors men. Most of the things 
they sell are used out-of-doors— 
sporting goods, tools, implements, 
building material, paint, wire, net- 
ting, etc. So——-many of them are 
hunters. fishermen, nature lovers, 
and conservationists. You have to 
be those things or you will never 
be a good hardware man. 

I have found that hardware men 
love books about the out-of-doors. 
They like hunting and fishing 
stories. Now I could never under- 
stand why the average sports 
writer thinks its necessary to write 
his articles in common, slangy. 
language. He must be writing 
down to his audience. He must 
think the average out-of-doors 
man prefers slang to good Eng- 


lish. 


Worth Reading 


I make these remarks because | 
have just read an out-of-doors 
book written in beautiful English. 
Such writing is a pleasant sur- 
prise. This book is also remark- 
able in the fact that it is written 
in his spare moments by a prom- 
inent active lawyer. From boy- 
hood he has been a naturalist. He 
hunts with a camera. His book is 
written about wild life just a few 
miles from his home in New Jer- 
sey. This wild country described 
is just about an hour or two from 
New York City. 

Now strange as it may appear. 
this book was written by William 
Arthur Babson and published by 
Doubleday Doran & Co., Inc., New 
York, and Mr. Babson is a brother 
of “Cliff” Babson so well known 
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to the hardware trade when he 
was in the arms and ammunition 
business. 

The book is well named “Mod- 
ern Wilderness.” 

The price is $3.00 and it can be 
obtained from the publishers. It 
covers about 300 pages (1 cent 
a page). Foreword by Dr. Frank 
M. Chapman, Curator of Orni- 
thology at the American Museum 
of Natural History. 

As I said, furs are reaching new 
price records. Next season should 
be a great one for trapping. The 
greatest salesman is not the one 
who just steals business from his 
competitor by some sharp trick. 
The really great salesman is the 
one who creates an increased de- 
mand for his goods and who 
makes two blades of grass grow 
where one grew before. As I have 
said before the salesman who does 
not create is just a “cannibilistic 


salesman’”—just a head hunter. 

Therefore, it seems to me a gen- 
eral reading of this book, espe- 
cially in hardware stores, should 
increase the demand for sporting 
goods, canoes, cameras, shotguns, 
rifles, ammunition, etc., etc. 

One whole chapter is devoted to 
trapping. I have asked Mr. Bab- 
son to send a copy to my friend 
Richard P. Healy, of the Animal 
Trap Co. of America, at Lititz, Pa. 

Pennsylvania, by the way, is 
one of the greatest game states in 
the country. “Dick” might step 
out and do some trapping in his 
own back yard. As I wrote in an 
article about furs, we trap mink 
on the parkways in Westchester 
County, N. Y., and get arrested 
for our pains. 

“Modern Wilderness” is well- 
bound, well printed and is illus- 
trated with two four-color paint- 
ings and 24 halftones. 


Steel Goods Shown on Tables 


OMETIMES doing things in a 

different way gets attention and 
produces unexpected results. Show- 
ing a number of items in assorted 
steel goods on tables at the front of 
the store stimulated customers to 
examine and buy this type of mer- 
chandise at Henry G. Frankenbach, 
Inc., Southampton, N. Y. 

More customers stopped and 
looked at this merchandise than 
ever before. Items were handled 
and examined more closely and the 
display on the tables seemed to en- 
courage people to look at the mer- 
chandise. 


People frequently are reluctant 
to touch these items when shown on 
brackets along the side wall for fear 
of doing the wrong thing and hav- 
ing the whole display fall down on 
them. Items shown on the _ table 
seemed to be at a convenient height 
for easy examination and the handles 
as well as the metal portions could 
be examined closely without the cus- 
tomer having to assume an incon- 
venient position. 

Customers felt perfectly free to 
disarrange this display for no order 
existed in the original. A large show- 
card on the display was visible to all. 





| 








Happy 
Yew Year! 


WELL DO 
OUR PART 


fo make it just that... 


> 





® By continuing to further the 
welfare of the independent 
trade... 
| @ By giving you better padlocks 
| for less money... 
| @ By providing one-day service 


on special orders. 





Master Jock (o. 


I p ni] ‘) Ai ] 
Worlds Leading Padloch Manufacturer 


MILWAUKEE, WIS., U.S.A. 














No danger of knocking down this display. 
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Self-Cleaning Shower Head 
“EverKleer™ 


which water passes, clear of corrosion 


keeps passages through 


Has bronze gear assembled immediately 
in back of the face. By a few turns of 
the adjusting screw, both face and gear 
are lowered to perform a complet 
cleaning operation, said to accom- 
plish flushing of the head. scouring 





ol the grooves, removing corrosion from 
the spray channels and assuring a uni 
form spray at all times. Although gear 
is always engaged in the grooves, it is 
said not to restrict flow of water or in 
terfere with operation of the head. 
Styled in modern Art design to com 
plement rest of bathroom fixtures. Made 
of brass throughout and finished in a 
durable, lustrous chromium plate. The 
Republic Brass Co., 1623 E. 45th St., 
Cleveland, Ohio. 


Warning Light 

“Traffic Gard”—maker states this lan- 
tern’s long burning flame is magnified 
into a far-reaching safety beam by it- 
Fresnel safety-type ruby lens. Burns 
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72 hours on a pint of oil. Has broad 
base and low center of gravity to make 


it virtually Design of 


non-tipping. 





standing bail permits easy adjustment 
for hanging anywhere. FEmbury Mfg. 


Co.. Warsaw, N. Y. 


Delivery Truck Models 


The International Harvester Co.. 180 
N. Michigan Ave., Chicago. Ill, has an 
nounced a new line of five models in a 
capacity range of 42 to I'2 tons. Wheel 
bases range from 113 to 177 in, and 
gross vehicle weight ratings from 4400 
to 13,500 Ib. New mechanical feature- 
include the new “Green Diamond” en- 
gine which, in three sizes, powers the 
new models and new highly efficient hy 


draulic brakes to provide improved 








New and Improved Merchandise—Dis play Helps—Sales Literature— 


Rich Ladders 


The Rich Ladder & Mig. Co., Inc., 
1000-02 Depot St., Cincinnati, Ohio, 
offers a 37-page, indexed catalog on it- 
line of extension ladders, single ladders. 
step ladders, step stools, household spe 
cialties, trestles, scaffolding, planks, 
and jacks, and miscellaneous equip- 
ment. 


Roebling Catalog 


John A. Roebling’s Sons Co., Tren 
ton, N. J.. has issued a book titled. 
“Rubber Covered Wires and Cables 
Entrance Cables.” which is 
available upon request. 


Service 


braking facilities. Other features are 
easy riding qualities, all-steel “comfort” 
cab with quickly adjustable seat and 
back cushions. New styling includes 
sweeping lines of hood, grille, and fen- 
ders: conservative use of chromium 
trim: headlights mounted in fenders: 
curving, skirted fenders, which with 
the grille form an easily removed, one- 
piece unit to provide maximum accessi- 
bility for the engine; one-piece hood 
raised from the front, and sloping V- 
type, one-piece windshield. 
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Tilting Arbor Saw 

This 10-in. tilting arbor saw is de- 
signed to take large work, capacity up 
to 338 in. Has table top working sur- 
face of 1080 sq. in. with a solid and 
rigid base which is said to be vibration 
free. Features include chute to guide 
saw dust past the working parts; buillt- 
in compartment for extra saw blades: 
deluxe mitre gage; heavy rip fence that 





locks at both front and rear; saw 
guard; splitter and anti-kick-back. Also 
features a motor mounting design to 
take any standard motor. Duro Vetal 
Products Co., 2649 N. Kildare Ave.. 
Chicago, II. 


*“*Bear”’ Power Mower 


With this machine, maker states it is 
possible to trim close to hedges, shrubs, 
trees, walks and walls, and around the 
flower beds. May be used with gras- 
box to collect clipping. Has Briggs & 
Stratton 1 hp., air-cooled engine; clutch 
and speed control throttle on handle; 
five special steel blades mounted on 
héavy steel flanges; large ball bearing~ 
sealed against dirt and adjustable for 
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Window Trims—New Packages—New Colors—Catalogs 


wear; hard alloy steel lipped bottom 
knife; large semi-pneumatic tires for 
good traction; drive wheels mounted 
on roller bearings; triple pawl drive 





on each wheel to give mower a smooth 
start; large sectional guard roller te 
roll the lawn and prevent scalping; 
special automatic trimming control. 
Coldwell Lawn Mower Co., Newburgh, 
N. Y. 


Glass Wick 

“Glaswik” for oil stoves and heater 
is woven from glass similar to that used 
in open flame cooking utensils. It is 
said to light instantly, have a longer 
life, not to give off soot or carbon, and 
to give greater heat with less oil con- 
sumption. Atlas Asbestos Co.. North 
Wales, Pa. 




















Serew Driver Display 


Shows 53 plastic handle screw drivers 
and is of natural grain wood with cleat 
lacquer finish; 16 in. high, 14% in. wide 
and 642 in. deep. Lettering is cardinal 
red. Assortment contains from pocket 
size with clip to 10-in. blade driver and 





three sizes of Phillips screw drivers. 
The James J. Ryan Tool Works, South- 
ington, Conn. 


. 


Display Card 


The Keiser Mfg. Co., Reading, Pa., is 
making available an attractive easel 
backed display card for its “Miracle” 
grass shear. The card is handsomely 
designed in red and white and shows a 
large illustration in color of the shear. 


“In Case Of Fire” 


Is the title of a booklet of 8 pages 
describing the use of carbon dioxide 
for fire extinguishment. The booklet 
shows the complete line of hand and 
wheeled type extinguishers, hose sys- 
tems, rechanging equipment, sales and 
service points. Available from C-O-Two 
Fire Equipment Co., 10 Empire St., 
Newark, N. J. 
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Gibson Refrigerator 
Electric Range 


No. F-6721 to retail for $139.95: 6.73 
cu. ft. net capacity; total shelf area, 12 
sq. ft. Overall exterior dimensions, 


oven elements, bottom, 2000 watts; top, 
3000 watts for broiling, 600 watts for 
baking. Gibson Electric Refrigerator 
Corp., Greenville, Mich. 


V-Belt Display Rack 





Two new merchandising deals built 
around the Thermoid line of V-belts for 
household applications have been an- 
nounced by the Thermoid Co., Trenton, 
N. J. Featured in both deals is the 
display rack, illustrated, which is de- 








frestajar”; tilt-bin; interior light: flip- 
up “Freez’r shelf” door, porcelained; 
lee cube is 56 cubes or 8 Ib. Range 
model No. ER-391-R retails for $129.95 
Shown with accessory set No. 18. Lamp 
is standard equipment. Automatic 
timer, minute watchman and condiment 
et are optional. Height of cooking 








56-29/32 in. high; 30% in. wide, 27 in. platform is 36 in.; width, 39%, in.. 
deep. Food compartment dimensions: depth 22 in. Oven is 16 in. high; 16 
35-29/32 in. high; 23% in. wide, and in. wide, and 20 in. deep. Has three 
14% in. deep. Equipment: one stan- storage drawers: smokeless — broiler: 
dard shelf; one small shelf; one crystal one 5-heat, 2000 or 2200 watt, sealed 
plate glass shelf; two “Jack Robinson” surface element, 8 in. diameter; two 
ice cube trays; one double width ice 5-heat, 1200 or 1300 watt, sealed sur- 
cube tray: chill drawer, stationary: face elements, 6's in. diameter; one 
sliding twin vegetable fresheners: “De 5-heat, 1200 watt deep well cooker. Two 








Cuts like an all-hard signed to hold a complete stock in a 
Can no t b re ak in use minimum of space, and it may be used 


on the floor, counter, or in the window. 
One deal gives complete coverage of the 





The new Star Unbreakable Special Flexible refrigerator market; another reaches 
is the fastest cutting, fastest selling flexible more general markets covering other 
blade there is. Teeth so hard and sharp that types of equipment as well. Details 
it cuts like an all-hard—so tough that strip- regarding these deals available from 
ping is eliminated—yet so flexible that this the company. 

blade is quaranteed unbreakable in use in a ay MER 


ee 4 9° 6 ¢ 
frame. Allite”’ Seasoners 
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Sell the first tungsten blade with an all-over (pat- 
ented) metallic protective finish. Sell the first tung- 
sten blade with complete legible identification printed 
across the entire blade in full color. Sell the blade 
that is new in steel, new in heat treatment, new in 
appearance, new in performance—better in every 
way. 


Sell the green blade, packed in modern metal boxes. 
Only the all-over green blade is a Star Unbreakable 
Special Flexible Blade. 


CLEMSON BROS., Inc. 
Middletown, N. Y. 


Said to provide an even sprinkling of 
salt or pepper by pushing and releasing 
button at top. Top is shifted aside for 
filling. These devices are molded from 
plastic materials and have lustrous fin- 
ish. Made in various finishes from 49 
cents a pair to $2, Allite Mfg. Co.. Inc., 
5732 Duarte St., Los Angeles, Cal. 
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K-M “Circl-Air’’ Heater 


For auxiliary use in hard-to-heat 
rooms. Combines forced convection and 
evenly distributed reflection to raise 
room temperature uniformly. Reflector 
rotates, covering an are of 35 deg., 
while a fan in the base of the heater 
draws cool air into the heater and circu- 





lates the warmed air. For focused heat, 
the rotator may be switched off.  Fin- 
ished in brown frosted enamel. List 
price, $12.95. Knapp-Monarch Co., St. 
Louis, Mo. 


Mirror Wall Shelf 

This wall shelf with mirror back is 
18'2 in. high. with three 9144 by 44 
shelves. Laurel leaf motif in side panels. 





Available in baked-on white enamel fin- 
ish or in “Coppertone” or “Bronzetone.” 
Cat. No. WSM-46. George Koch Sons, 
Inc., Evansville, Ind. 


Color Selector and 
Demonstrator 


A color-selector is a feature of the 
new “Amerock” demonstrator to enable 
customers to tell exactly how any one 
of the six colors will look on a back- 
ground of any basic cabinet color 
white, ivory, green, blue, yellow, or gray 
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Color harmony suggestions as offered by 
the Council for Paint Styling are indi- 
cated on the selector. Also featured on 
the demonstrator are the new “Stream- 
lux” cabinet hardware designs in a 
medium-price range. For low-cost hous 
ing there are the new “Standard” pat 
terns in chromium and color. The dem 
onstrator is available through hardware 
wholesalers on a free hardware plan 
whereby the full cost of the demon- 
strator is returned to the dealer through 
the sale of the free item. Complete 
information is available from the Ameri- 
can Cabinet Hardware Corp., Rockford, 
Hl. 


HERE’S 


“Life Action” Lure 
“Wig-L-Tail”—molded of “Tenite” to 
which the flashy surface decorations 
stick and endure. The full-length life- 
action is enhanced by the durable and 





flexible rubber tail. Side fins are 
equipped with spinners, and tails are 
interchangeable, snapping on or off with 
ease. Additional tails can be purchased 
in many colors at slight cost. Individ- 
ually boxed. Packed six to a display 
carton. Suggested retail selling price, 
$1.25 each. Shannon Lures, Inc., 1548 
N. Western Ave., Chicago, Il. 


Kitchen Equipment 

Youngstown Pressed Steel Division 
Vullins Mfg. Corp., Warren, Ohio, has 
available an eight-page catalog, “Youngs- 
town Pressed Steel Kitchens,” which is 
designed for general distribution to 
home owners, and a 24-page booklet, 
“Youngstown Pressed Steel Kitchen 
Equipment and Service for Better 
Kitchens at a Lower Cost,” for contrac- 
tors and builders. 


Lethhshhbbsere 


QUICK TURNOVER 
GENEROUS PROFIT 


Metal workers all need reliable. long-life Serew Extractors. “Little 
Giants” please them because they don’t have to be “hammered”—just 
screw them in and out comes the broken screw. stud or bolt. The 
tough steel and the patented design make for long life and satisfied 
customers. A few “Little Giant” Extractors will form a profitable addi- 


tion to your small tool department. 
Your choice of four sets. 


sets like the one above shown. 


Buy and display them singly or in 


GREENFIELD TAP & DIE CORPORATION @ Greenfield, Massachusetts 
Detroit Plant: 2102 West Fort Street 

Warehouses in New York, Chicago, Los Angeles and San, Francisco 

In Canada: Greenfield Tap & Die Corp. of Canada, Ltd., Gait, Ont. 


TAPS - DIES - GAGES TWIST DRILLS - REAMERS - SCREW PLATES - PIPE TOOLS 
















DIETZ LANTERNS 
ARE EASY TO SELL 


At the mention of "DIETZ" your cus- 
tomers instantly know that you are of- 
fering LANTERNS that will give de- 
pendable light whenever needed even | 
under the most adverse conditions. | 
Lantern buyers, as long as they can 
remember, know DIETZ LANTERNS as 
top quality, full value merchandise, and 
prefer them always. 


So take a tip, check your stock. De- 
mand is under way. 





DIETZ 


LANTERNS 


es ee ew Ae 


Output Distributed Through the 
Jobbing Trade Exclusively 








Low-Price Spark Arrester 

This low-priced brass, 
spark arrester sets flush against the fire- 
place and thus eliminates 





caused by flying sparks; permits and- 
irons to remain outside the screen, pro- 
tecting them and other accessories from 
effects of fire. Screen No. 935 is made 
with %-in. brass frame, 38 in. high by 
31 in. wide, and sells for $6.95. Avail- 
able, packed two to a carton. No. 935 
is also available in two different com- 
binations of screen, andirons, fireset and 
log cradle at $19.75 and $29.75 for all 
four items. Centre Brass Works, Inc., 
72 Spring St., New York City. 


Planting-Transplanting Tools 


Made in sizes for small home owner 
to horticultural and botanical institu 
tions. Tool is said to dig a hole, ready 


















for the plant, with one stroke. Oper 
‘ : 
2 

ates on posthole digger principle. Tool 


is placed around plant, shrub, etc., then 
pushed downward into earth to desired 
depth. Pulling the lever under handle 
tight and at the same time twisting in 
rotation to break the core readies the 
plant for pulling it out with enough 
soil attached to give the plant a good 
start in new location. A Schillinger & 
Sons, 5316 W. Sth St., Tulsa, Okla. 


File Book 


The new catalog of the Cleveland 
File Co., Cleveland, Ohio, contains in- 
formation of all file types, their uses 
and applications. One section is devoted 
to “Cleveland Super-Duty” special pur- 
pose files. In this there are complete 
details of the file made for iron filing, 


slotted-type 


damage 


brass and aluminum, lathe filing, etc. A 
special feature is the illustration and 
description of the file marking system 
hy which the user can determine at a 
glance whether the file he selects is the 
right one for his purpose. 


*Nairn Crest” Inlaid Linoleum 


Linoleum wearing layer of “Crest” in- 
laid is said to be approximately 10 per 
cent less than that of “Nairn Treadlite” 


service. This layer is bonded to a high- 


quality, water-proof felt backing as with 





the “Treadlite,” but it does not have 
the rubber cushion or factory-applied 
adhesive. This new line consists of six 
“Veltone” patterns and 12 “Karnean” 
patterns. Congoleum-Nairn, Inc., Kearny, 


N. J. 


Self-Spraying Glass Cleaner 


The “Jiffy” is a full 16-0z. can of glass 
cleaner with fully automatic spray pump 
built right in the can. A single squeeze 
of the can is said to dispense enough 
“Jiffy” to clean any normal size glass 
surface: can be used until can is 
emptied. The American Products Co., 
Cincinnati, Ohio. 
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Plastic Molded Push Pins same place, it will stay round and not Hammermill Special Belt 
become distorted. Device is easy to in- 
stall and does not require accurate 
alignment. Elhar Mfg. Co., 12 Norfolk 
St., Cambridge, Mass. 


Said to be unbreakable. High lustre 
finish. Five on a card retail for five 


“Klingtite”—-said to be non-blooming. 
It is shiny black and easily identified 
by large blue and yellow brand. Spe 





Venetian Blind Cleaning Kit 


“VB”—kit consists of one quart “VB” 
which is said to clean, polish and _ pro- 
é. tect the finish of all venetian blinds; 
5 Oi cm one lamb’s wool polishing glove, and a 
‘i 14-0z. bottle of fabric cleaner for cord 
and tapes. The complete kit retails for 
$1.19. Windsor Wax Co., 53 Park 
cents and are available in nine colors. Place, New York City. cial folded, seam-on-edge construction. 
The new rosette style, four on a card, which has no internal seams or outside 
: sealing strips, is said to afford folded 




















edge protection against oil, moisture. 
absorption and wear. Designed specifi 
cally for severe hammermill service, it i- 
recommended by the manufacturer for 
high-speed continuous service. Long 
flex life is said to be assured with plies 
of soft, heavy duck and high quality 
friction and a liberal skim coat between 
; all plies. Belts are built “endless” at 
Ne SN the factory with a special envelope 
WCHL \ . splice. Treated with mildew inhibitor 
to guard against mildew attack during 
idle periods. Shipped in individual. 
protective cartons marked with size and 
brand. Standard stock includes 6 and 
7-in. widths in lengths of 50, 60 and 75 
ft. respectively. Goodyear Tire & Rub 
ber Co.. Akron, Ohio. 








for 10 cents is available in seven 
colors. H. E. Sweet Mfg. Co., Fdge 
wood. R. L. 








“Round Ball-N-Basket” fits all -tand- te 
ard Douglas type flush valves up to and | 
® 
14-in. overflow tubes. All metal parts BUILD UP YOUR ROOFING BUSINESS with 
are of heavy gage 85 per cent copper 
ing position possible. Maker states be- 
cause ball never seats twice in the | 


Flush Tank Ball Assembly 

including 2% in., having 1, 1% and | 

content red brass. Round ball. held | 

captive by the basket is hollow and is | 

made from rubber best suited to with- | 

stand action of various water conditions. | 

Ball, being free to rotate during the | 

process of flushing, makes different seat- Te) '@) F | N 





& ae oi 


ACKED by 68 years of spe- to meet every requirement... . 

cialized manufacturing ex- Decide now to build up your 
perience, these high quality, roofing business—to increase 
low-priced, ready-to-lay-roof- your profits—with CAREY Roll 
ings are nationally-known for Roofings. Write nearest branch 
their dependability. Made in office for details and catalog— 
various weights and finishes or address Dept. 66. 


THE PHILIP CAREY COMPANY e Lockland, Cincinnati, Ohio 


Dependable Products Since 1873 
In Canada: The Philip Carey Company, Ltd., Office and Factory, Lennoxville, P. Q. 
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YOU SELL MORE 
AND BETTER 
CASTERS WHEN 
YOU OFFER 





Bassick 
““DIAMOND-DART” 
FULL FLOATING 


BALL BEARING 
CASTERS 











GUARANTEED TO SATISFY 
YOUR CUSTOMER 


ASK YOUR JOBBER 
FOR BASSICK 





HAVE YOU 
SEEN php 
BOOKLETS 


Write for Free Copy 








ee ome 


THE BASSICK COMPANY 


Connecticut 


Bridgeport 
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All-Season Garden Tool 
“Garden Gadget” 


two trowels, a depth gage for planting 





depths and distances. As a transplanter 
it can be used to dig the hole and then 
lift out the plant, keeping the soil on the 
roots. As a bulb planter, it makes any 
size or shape hole, leaving the loosened 
soil at the bottom to receive the bulb. 
Tool is of heavy gage steel, heavily 
plated, with handles finished in baked 
red enamel. Shape fits the hand. Packed 
Electrotypes, 
catalog sheets and circulars available. 
G-L Products Co., Toledo, Ohio. 


12 to a display carton. 


Electric Contactor 

This device, an all-purpose contactor, 
maker states, is designed to replace old- 
fashioned burglar alarm springs. It may 





be used on windows, doors, transoms, 
lattice grills, as a foot push or on ma- 


‘ 


G-E Fluorescent Lamps 


Three new fluorescent lamps: 100-watt, 
60-in, (illustrated) ; six-watt, 9-in. lamp, 
and a soft white lamp made in several 
sizes and lengths. The 100-watt lamp 
employs a T-17 tubular bulb, 2% in. 
in diameter, and is designed for general 
lighting needs. It is said to produce 


more than double the amount of light 
given off by the standard G-E 40-watt 
3500 deg. white fluorescent lamp, with 
only a slight increase in surface brilli- 
ance. Equipped with mogul bipin bases, 
it comes in white only, and lists at 
The six-watt lamp employs a 


$3.75. 


can be used as a 
transplanter, bulb planter, bulb digger, 


machinery and is available in open cir- 
cuit, for closed circuit and for momen- 
tary contact. Pressure from any direc- 
tion is said to depress the nosing and 
permit contact, the radial action of the 
nosing requiring only easy pressure. 
List price is 40 cents each. Edwards 
and Co., Norwalk, Conn. 


Metal Cutting Saws 


Catalog No. 140 features the brands 
of hack saw blades and band saws 
made by The Capewell Mfg. Co., Hart- 


ford, Conn. 


Plastic Mail Box 


The box of molded plastic is fur- 
nished in green, blue, brown, and ivory 
and with special color combinations if 
desired. Has sliding panel in front, and 





entire top opens perpendicular with the 
box. It is 6 by 10 by 2% in. and is easy 
to attach. Acme Products Co., Green 
Bay, Wis. 


Cutlery Catalog 


Lamson & Goodnow Mfg. Co., Inc., 
offers a catalog on its cutlery for the 
household, hotel, baker, book, butcher, 
packing house, painter, printer, artist, 
and druggist. 


T-5 round bulb and miniature bipin 
This lamp of Daylight and 2500 
deg. white lists for $1.15, and can be 
used in curved show cases etc. The 
new soft white lamps come in 15, 20, 
30 and 40-watt sizes and 18, 24, 36 and 
18-in. lengths. The 15 and 30-watt sizes 
have T-8 bulbs; the 20 and 40-watt sizes 
are equipped with T-12 bulbs. Their 
list prices range from $1.05 to $2.00 
with the 20 and 30-watt sizes selling 
at $1.35 each. These may be used in 
homes and signs and displays. General 
Electric Co., Nela Park, Cleveland, 
Ohio. 


hases. 
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_Teing Boiler 


Corners have been eliminated for 
added efficiency; upper section or inset 
has a round, bowl-shaped bottom for 


easy mixing with spoon or beater; has 


stain-resisting “Alumilite” finish. Inset 
capacity, 114 qt.; bottom section, 2 qt. 
Cover fits bottom section for use as a 
saucepan. Aluminum Goods Mfg. Co., 
Manitowac, Wis. 


Ice Remover 


“Tamco”—said to melt its own weight 
of ice and to be more effective than 
ordinary rock salt. Can also be used 
to thaw eave troughs, drains, etc., by 


pouring a generous amount directly into 
the frozen area. Said not to be injuri- 





ous to concrete, grass, etc., and not to 
leave a white deposit. A 10-lb. bag 
retails for 65 cents. Tamms Silica Co., 
Chicago, Ill. 


Fluorescent Lighting 


No. 37—Covers a complete line of 
fluorescent fixtures with “Alzak” reflec- 
tors. Available from Edwin F. Guth 
Co., 2615 Washington, St. Louis, Mo. 





Salt and Pepper Shakers 


“Twinette” — consists of a matched 
diamond-design salt-and-pepper shakers, 
attached together at the top by a lus- 
trous plated metal yoke. This is sur- 
mounted by hinged metal spring covers 
which fit securely over each shaker-top 
and open at the flip of a finger. Hinged 
cover is said to eliminate moisture and 
dirt and prevent spilling. Shakers are 
capped with plastic tops in four colors— 
red, green, blue, and orange. Sold in 
units of four in three-color counter dis- 
play boxes, in individual cartons or in 
bulk. Bottles and closures made by 
Owens-Illinois Glass Co., Toledo, Ohio, 
and the metal yoke by the Central 
Equipment Co., 2326 S. Michigan Ave., 
Chicago. 











Reels for Salt Water Surf Casting-Trolling 


The “Akerite” and “Sea-Vue”—both 
made of a size specially desirable for 
this type of fishing, and in addition to 
the Star drag and free spool mechanism, 
have self-thumbing device with a micro- 
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precision adjustment which dispenses 
with the thumbing of the line and al- 
lows entire attention to be given to the 
cast. Cast is said to be made with ease 
for all required distances and entirely 
free from back lashes or snarls. Ten- 
sion exerted by mechanical thumber 
while line is running out is automatical- 
ly released and no tension is exerted 
when winding in or retrieving the line. 
Samples and complete information 
available from The Enterprise Mfg. Co., 
Akron, Ohio. 





VLCHEK 
PUNCH and CHISEL SET 
SELLS 5 UNITS © 
AT A TIME 


te go 


nA J 


~ 


* Two sizes of chisels, two sizes 
of solid punches and one center 
punch —in red metal band con- 
tainer. Of high carbon steel, forged 
and tempered. A neat, handy set 
that says “buy me” and brings 
quick sales—5 units in 1 sale. 


Ask for catalog and prices 





1001 CO. 





3001 E. 87th $t., 
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HEAT TREATED. 
Plain Bach Shovels 


“AMES” BRANDS 
AMES + RED EDGE 
TWO STAR + THREE STAR 
PINNACLE + MONONGAH 
MASSACHUSETTS 
KNOXALL 


All of our Plain 
Back Shovels are 
now heat treat- 
ed, and every 
shovel so heat 
treated has the 
necessary hard- 
ness and proper 
ductility to in- 
sure longer wear. 





PRODUCTS 
SCOOPS 
RAKES 


) “AMES” 
SHOVELS..SPADES. 
» FORKS.. 


POST HOLE DIGGERS 


HOES.. 


AGRICULTURAL HANDLES 


AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 











MYERS GIVES YOU THESE EXCLUSIVE FMTlpe Ears: 
, % Overcome how Price Compllion 


With these MYERS FEATURES you can er 
away from competition—offer ADVANTAGES 
that no one else can talk about. And look at 
these additional MYERS talking points— 


Cog Gear Design—Easier operation at 
greater depth 

Glass Valve Seat—No rust or corrosion— 
Holds prime 

Sanitary Construction—Protects health 

Steel Bearings—No breakage, no wear— 
Longer life 

Bolted Spout—Economical Replacement 

Extra Long Handle—Easier operation at 
greater depth 

















PATENTED 
COG GEAR 
HANDLE 
EASY OPERATION 






























FIG. 2027 
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Large Air Chamber with Syphon Spout— 
Smooth flow, no drip or splash 
Brace Follows Handle—Greater Rigidity 


There are many more easy-to-sell FEATURES built 











OF STY 
AND SIZES 





THE F.E.MYERS & BRO. CO. 


ASHLAND. OHIO. 


= PUMPS - WATER SYSTEMS -SPRAYERS- HAY TOOLS: DOOR HANGERS 





PATENTED 
GLASS VALVE SEAT 
NO RUST- 

NO CORROSION 



























into MYERS popularly priced Hand Pumps that you can point to, 

that make the difference between selling pumps and selling FIG. 3204 

pumps for profit. Write for catalog and detai GLASS SEAT 
CYLINDER 
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A Plan to Reduce 


istributors’ Small Order Losses 





D. W. NORTHRUP 


A STUDY by the Distrib- 


utor Relations Committee discloses 
that the small order losses pertain 
only to those products of which the 
dollar unit of sale is small, such as 
$5.00 or less. When we realize that 
at least 40 per cent of all the dis- 
tributors’ orders are for $5.00 or 
less and as a result of these small 
orders, distributors in 1939 realized 
a net profit of only 2.54 per cent on 
their sales, the seriousness of this 
problem to distributors is self- 
evident. 

It should be borne in mind that 
the cost of small orders is also a 
burden to consumers, distributors 
and manufacturers. The industrial 
consumer, in particular, pays dou- 
bly through his added cost of plac- 
ing many small orders as well as 
the higher prices paid for smaller 
quantities. This added cost, as in- 
dicated by available information, 
shows that the average cost of plac- 
ing purchase orders is $1.27 per 
order. 

It has been generally recognized 


*Mr. Northrup, president, Henry G. 
Thompson & Sons Co., New Haven, 
Conn., presented this paper as chairman 
of the Distributor Relations Committee 
of the American Supply & Machinery 
Manufacturers’ Ass’n addressing the 
Central States Mill Supply Ass’n lunch- 
eon at Chicago, IIl., Nov. 18, 1940. 
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By D. W. NORTHRUP* 


Suggestions for solving one of 
the perennial problems of the 
wholesale hardware business 


that distributors cannot secure a 
higher price for small quantities 
than that provided for in the manu- 
facturers’ suggested resale sched- 
ules. Distributors know, however, 
that no manufacturer knowingly es- 
tablishes resale schedules that cre- 
ate losses, but in practice actual 
losses have been created by these 
schedules. ‘ 

Many individual distributors, by 
various means, have tried unsuc- 
cessfully to reduce their small order 
losses. However, one _ nationally 
known distributor has established 
an all-time high for giving a manu- 
facturer specific cost and sales in- 
formation on distributor losses on 
small quantity shipments of that 
manufacturer’s product. What is 
more, this distributor’s method has 
been so successful that it could well 
be used as a pattern. 


Sales Analyzed 


This distributor analyzed his sales 
volume and cost of these sales for 
a period of three years and, based 
upon actual facts, presented to his 
manufacturer a clear, concise and 
complete picture of his results on 
this line. The record revealed that 
during this period, even though this 
distributor increased his sales sub- 
stantially each year and increased 
his investment by stocking a com- 
plete line of sizes, he lost money on 
the line for the entire three-year 
period. The sales analysis showed 
that over 70 per cent of the dis- 
tributors’ shipments of this product 


produced a gross profit of only 60 
cents or less per sale. 

The method of improving this 
situation is very simple. The crux 
of the whole problem is one of re- 
adjusting suggested resale sched- 
ules, for small quantities, where the 
profit per unit of sale is too small 
to cover the distributors’ costs. The 
suggested resale schedules covering 
larger quantities generally allow 
the distributor sufficient gross profit 
to handle orders in these quantities 
at a fair profit. Therefore, in gen- 
eral, there appears no need of 
readjusting resale schedules in the 
larger quantity brackets, and a so- 
lution of the problem will be found 
where it actually exists—in the 
small quantity brackets. A moder- 
ate increase in the small quantity 
bracket will make a substantial in- 
crease in the distributors’ profits 
because of the large number of 
small orders involved. 

Any manufacturer, as an_indi- 
vidual, who now wishes to adjust 
his resale schedules in the small 
quantity brackets and in which the 
dollar unit of sale is small, may do 
so with perfect safety to himself. 
This can be done by adopting and 
publishing a revised resale sched- 
ule making the effective date of the 
new suggested resale prices 30 days 
after the date of publication. If, 
within this 30-day period, competi- 
tive manufacturers do not also re- 
adjust their suggested resale sched- 
ules, the manufacturer initiating the 
change need only cancel his new 
resale schedule before its effective 
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all 
Reach the Quality Market 
With Premax 





FLOATING HEAD 


SPRINKLERS 


Fine mist or coarse rain over large 
or small area—and practically no 
wear as the head revolves on a cush- 
ion of water. See this fast seller at 
$2.50 before you close your line— 
it’s a real profit item. 






remax Praducts 


N. Y. 






4101 Highland Ave., Niagara Falls, 





SpeedWay, for 30 years lead- 
ing manufacturers of industrial 
electric tools, now brings the 
hardware trade its first com- 
plete line of quality electric tools for 
the home workshop that: Is Priced to 
sell in volume in every community... 
is widely advertised... carries a full 
profit margin . . . of which each tool 
is correctly designed, of correct speed, 
full capacity and powered by a specially 
wound high torque SpeedWay tool motor 
(110 ¥. universal). Streamlined and 
finished tn 2-tone (blue and lacquered 
white metal) actually thousands in use. 


Ne. 68 Drill has 4%” capac- 
ity in steel, handle and gear 
housing die cast. operating 
speed 1000 R.P.M. 


Ne. 129 Grinder operates at 20,006 
8.P.M. (has high essential to 
efficient grinding with small stones) 
and collets for %” and 8/32” arbors. 
Me. 250 Kit consists of No. 69 Drill. $@9s 
No. 129 Grinder and 5 accessories in 

attractive steel display carrying case. 
Router Frame converts Grinder inte 
tree router or shaper. 


Drill Stand tak it! 
ou es either Drill of 


COMBINATION 








Bench Grinder complete with mo- 
tor. 2 wheels, rubber feet, carrying 
handle. cord and plug. 





name, BENCH - 
os. ER 
ss 


Cirenlars, displays, counter sheets 
furnished. Write for catalog sheets. 


SPEEDWAY MFG. CO. 
1836 S. S2nd Ave., Cicero, Ml. 































date. This plan has already proved 
to be practical, as it has been used 
successfully by one manufacturer in 
one industry. 

Under the security of this plan, a 
manufacturer can materially help 
distributors if his competitors adopt 
the same or a similar resale sched- 
ule. But, if for any reason, the 
manufacturer has to withdraw these 
prices, because of lack of action on 
the part of his competitors, he un- 
questionably will have created good- 
will for his company by the effort 
he has made in the distributors’ be- 
half. On the other hand, any manu- 
facturer following such a lead is 
contributing an equal share to the 
distributors’ welfare. 


No Legal Conflict 


All adjustments of resale sched- 
ules can be made by any manufac- 
turer without conflict with the 
Sherman Anti-Trust Law provided 
the adjustment is made as suggested 
and without consultation, contacts 
or agreements with anyone in his 
industry. This method also permits 
the manufacturer to make an ad- 
justment without fear of losing any 
part of his volume or jeopardizing 
his position in his own industry. 

The thought may occur to some 
manufacturers that a revision of 
suggested resale schedules to reduce 
the distributors’ small order losses 
might come in conflict with the 
Robinson-Patman Act. A study of 
the distributors’ costs with this act 
in mind disclosed that any reason- 
able adjustment in the small quan- 
tity schedules would not be any- 
where near as great as the differ- 
ence in the distributors’ cost for 
handling small orders as compared 
to the cost of handfing volume or- 
ders. While resale price schedule 
differentials should be established 
with the Robinson-Patman Act in 
mind, it is almost a certainty that 
the spread established by any manu- 
facturer between his minimum and 
maximum discount would not come 
in conflict with this law. 

Although this is a practical plan 
to help reduce the distributors’ small 
order losses, it is by no means a 
cure-all. This plan will not stop the 
practice of giving limit consumer 
discounts to large volume buyers of 
mill supplies on all their purchases 
even though they order some lines 
in small quantities. Careful atten- 
tion, however, should be given to 
the Robinson-Patman Act in respect 
to this practice. Neither will this 
program assist the distributer to 
correct his small order losses in 


lines without suggested resale sched- 
ules. 

There can be no basis for saying 
that a readjustment of resale sched- 
ules will alter the distributors’ 
position as the manufacturers’ ware- 
house as the readjustment applies 
only to those quantities or articles 
which cannot be bought practically 
direct. Certainly, if distributors lose 
money handling these small quanti- 
ties, manufacturers cannot hope to 
serve consumers as economically as 
a manufacturers’ cost in selling and 
shipping in small quantities is even 
greater. On the other hand, the suc- 
cessful execution of this plan by any 
individual manufacturer would per- 
mit distributors to carry larger 
stocks of the lines affected which 
would enhance their value to con- 
sumers and manufacturers alike as 
a warehouse for quick service. 

Now is the logical time for manu- 
facturers to keep in mind the revi- 
sion of their small quantity resale 
schedules wherever these schedules 
cause losses to distributors. There 
is every prospect that increased 
labor and material costs will be re- 
flected in a manufacturer’s cost of 
his merchandise. If this takes place 
to a sufficient degree it will no 
doubt mean some advances in the 
manufacturer’s prices to distribu- 
tors. If this develops, it will be 
simple and practical for the manu- 
facturer, when revising his sug- 
gested resale schedules, to make 
the necessary increases in the small 
quantity brackets to reduce dis- 
tributors’ losses. 

As general business increases, 
consumers will be buying in larger 
quantities and to some extent dis- 
tributors’ small order losses will be 
reduced. Nevertheless, an advance 
in small quantity schedules will as- 
sist the distributor to face his in- 
creasing costs by reducing the loss 
on whatever volume of small orders 
still remain. 


Price Differentials 


If we manufacturers now adjust 
our resale schedules to compensate, 
to some extent, the distributor for 
his work and service in filling small 
orders, it will establish differentials 
in prices in times of good business 
which will carry through future 
business depressions when the vol- 
ume of small orders will again in- 
crease. We manufacturers can be 
fairly liberal in the adjustment of 
our small quantity resale schedules 
because mill supply purchases with 

(Continued on page 113) 
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WOR MTOR 
FO’12C5.204L4~ AMERICA’S 


NEWEST SCREEN DOOR CLOSER 


CONSIDER THESE SUPERIOR FEATURES 


%& Parts of Brass and Steel 

%& Flattened Wire Spring for Greater 
Strength 

%& Spring Cover Quickly Removed and Re- 
placed without Distortion 

% Easily Accessible Adjusting Screw 

% Replaceable Brass Bushing Guides Rod 

* cri Maroon Finish — Sprayed 

in 


Traditional Norton quality and far-reaching advancements 
in engineering and design are combined in this latest im- 
provement in screen door closers. For safety, convenience 
and efficiency, the Norton 44 is unexcelled in the control 
of screen and combination doors... . Closes doors quickly, 
quietly and surely with no slam. Made entirely of brass 
and steel, this screen door closer is built “to last” by 
the world’s oldest and largest exclusive manufacturer of 
door controlling devices. Norton No. 44 may be installed 
on either the hinge or opposite the hinge side of the door, 
right or left hand, and comes packed in individual cartons 
with full instructions for installing. Retails at $2.00. 


NORTON 
NO. 04 
SCREEN 
DOOR 

CLOSER 





Model No. 04 is highly recommended when a lower priced 
closer is desired. Because fewer parts are required in the 
simplified construction of the No. 04, it can be sold at an 
extremely low price, considering performance and quality. 
It embodies the high quality materials and precision work- 
manship characteristic of all Norton Closers. No. 04 is 
installed on opposite the hinge side only, right or left hand, 
and comes packed in individual cartons with full instruc. 
tions for applying. Retails at $1.25. 


Consult Your Jobber or Write to 


NORTON DOOR CLOSER CO. 





The Customer is 
Always Right- 























No customer can be wrong 
when he selects the right tool. 
And the right tool in this par- 
ticular case is the Greenlee 
Automatic Push Drill. 


Just look it over and see for 
yourself. Note the handle 
arrangement, which provides 
a magazine for the eight drill 
points. Also note its splendid 
balance, its high finish, and 
best of all, its construction, 
which insures satisfactory 
operation at all times. 


Two Styles of Handles 


Either of two styles of handles 
are available. Both have the 
magazine arrangement for 
holding drill points. In the 
transparent handle they are 
fully visible, while the wood 
handle has a transparent ring 
next to the metal cap, making 
only the tips visible. 


Let Us Tell You More 
About This Tool 


If you are interested in the 
Greenlee Push Drill, let us 
send full information. And 
if you would like to know about 
Greenlee Auger Bits, Expan- 
sive Bits, Chisels, Spiral Screw 
Drivers, Draw Knives, Turning 
Tools, etc., ask for Catalog 
No. 31. Please mention your 
jobber when writing. 








GREENLEE TOOL CO. 
Division of the Yale & Towne Miz. Company 


2900 N. Western Ave. Chicago, Ill. 1715 Columbia Ave., Rockford, Ill. 


a RE 
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Make Window Displays 
More Effective 


HARDWARE AGE Original Window Display IDEAS 


ROOFING 


POULTRY SUPPLIES 


To Propuce Tue 
Best Resuits 





Poultry Supply Window 


Merchandise: Poultry fence, poultry netting, chick feeders, waters, drinking 
founts, egg cases and crates, candlers, egg graders, poultry spray, roof saddles, in- 
cubator thermometers, brooder thermometers, leg bands, fire shovels, stove or 


brooder pipe, wire, etc. 


Background: Center panel of light purple corrugated board or wallboard painted. 
Side panels in bright yellow. Cut out letter on center panel of bright yellow. 


B. the first to show 


poultry supplies this season. It’s 
always good planning to start peo- 
ple thinking about things they will 
need soon, and they will remember 
vour store if you are the first one 
to tell them. 


Attention Getters 
Baby chicks in a window of 
poultry supplies will stop passers- 
by and, although many will not 
be interested in the merchandise 
on display, they will help to form 
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the habit among customers of stop- 
ping to look at window displays 
of the store. Use an_ electric 
brooder and build a small pen 
around it extending to the window. 
Baby chicks, if not sold by the 
store, can probably be obtained 
from a local hatchery at no cost. 
These companies are usually will- 
ing to supply the chicks for the 
publicity. 


Window Backgrounds 


Venetian blinds are becoming 


very popular as backgrounds for 
display windows in retail hardware 
stores. These blinds extend across 
the entire back of each window. 
Temporary backgrounds are still 
used for individual displays. Often 
these are simply corrugated board 
or wallboard panels. The blinds 
can be adjusted to allow daylight 
into the store. When it it neces- 
sary to go into the window the 
blinds can be raised. Venetian 
blind backgrounds add a decidedly 


modern touch to the windows of 
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Assortment A 
500 Packets Burpee's 
Flower Seeds 
i8 Varieties—value $58.25 
405 10c-Pkts. ; 

60 15¢-Pkts.; 35 25c- 


Pkts. 

Your Profit $29.13 
Assortment B 
250 Pkts. Flower Seeds 

250 Pkts. Vegetable 
Seeds 
48 Varieties—value $53.25 
455 10c-Pkts. ; 
55 15¢e-Pkts.; 10 25c- 
Pkts. 

Your Profit $26.63 
Assortment C 
500 Packets Burpee's 
Vegetable Seeds 
48 Varieties—value $50.00 
All 10c-Pkts. 
Your Profit $25.00 
(Or make up your own 
selections from Pages 4 
and 5 in Burpee’s Red 

List.) 














Ml FREE Display Racks 


Va 


Attractive, durably made, ideal 
for store use, taking only 27% 
in. of counter space, 12% in. 
deep and 20 in. high. No de- 
posit, no charge. You may order 
any number of standard assort- 
ments at left. 


Free Selling Helps 
Attractive window and wall dis- 
plays lithographed from natural 
color photographs are packed 
with your shipment, and 1 com- 
plete Burpee’s 160-page illus- 
trated catalog. 

You May Also Sell the 
Complete Burpee Line— 
Thousands of Varieties, 
Packages of All Sizes 
see wholesale prices and terms 
in Burpee’s Red List for 1941, 

free on request. 

Exclusive Dealerships 
Progressive dealers who sell suf- 
ficient seeds may secure exclu- 
sive dealership in their city or 
neighborhood—ask for details. 


Write Today — Be Ready 


with Seed Packets on Sale or Return Basis 


No other seed name appears so frequently in national magazines and 
leading gardening publications. This spring there are over 400 Burpee 
advertisements in 35 leading magazines with a combined circulation 
of over 32,000,000. 
achievements also appears in newspapers throughout the country, also 
feature articles in magazines. 


100% Mark-Up for You, and No Investment 


Burpees Seeds 


Extensive publicity about Burpee plant-breeding 


Send no money—you do not even pay delivery charges 
—we send your seeds already arranged in the racks, 
ready to put on sale. Then at the end of the season, 
or before August 1, 1941, return any packets unsold 
and remit for balance at 50% off list price. 

Use Your Purchase Order, or send postcard or coupon below 


c O U P O N to increase your 1941 Profits with 


urpee's Seeds 
GFSCSSSSSSSSSSSSSSSSSSSSSESSE8ESEESE88880888088889 


: W. Atlee Burpee Co. 
75 Burpee Building, Philadelphia 


f—] Send prepaid, Burpee's Seeds in Colored Packets, on Memo 
LJ Invoice, with free display racks, as follows: 





' 
‘ 
' 
' 
' 
' to arrive 
; RS SO ere VR EE re Ene about 
g on or before August 1, 1941, I shall return all unsold packets and 
g remit for balance at 50% off list price. 

8 () Send more information about exclusive dealership in............. 
1 
' 
' 
' 
t 
' 


[—] Send Burpee Red List (wholesale catalog) 
|] and complete information for dealers. 


ip cd epdbks eed tbc eeehd dee ne eevee sendin anes ean 


Jana SSS SSS KO 





VERY WHERE, in all homes, more and more people are using 


“ACME” Ball Bearing Casters. This constantly 


demand makes “ACMES” 


increasing 
a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor coverings. 





Modern in design and 


attractively finished. Stock and sell “ACMES”—the Quality casters. 
Tue Scuatz MANuFaActurRING Co. 
POUGHKEEPSIE, N. Y. 


JANUARY 9, 1941 





109 











ELECTRIC RANGE 


Coonwe Is Fast 
Crean anv Economican 


ao 


CAKE 
COVERS 
OO¢ 





Housewares and Range Window 


Merchandise: Electric range, enamelware items—double boiler, tea kettle, percola- 
tor, covered kettle, saucepan set, covered pot, dishpan, wash basin; aluminumware 
items—percolator, double boiler, dish-pan, pudding pans, salad moulds, decorated 


cake covers. 


Backgrounds: Center panel of white corrugated board or wallboard painted. Side 
panels in bright red. Cut out letters on center panel white. White show cards on 


side panels. 


any store and will be less costly 
than a completely enclosed back- 
ground. A light buff or ivory color 
is most satisfactory since it will 
blend with almost any trim that 
might be used. 


Display Aids 

Certain window display equip- 
ment, or tools, are essential if the 
job of window trimming is to be 
done quickly and effectively. Ped- 
estals are most needed and no 
store can ever have too many of 
them. They can be built by the 
store at very small cost. Designs 
for a complete set of such fixtures 
are available in the HARDWARE 
AcE Interchangeable Display Fix- 
ture sheet. 

In additional to the pedestals, 
other panels in oval, round, ob- 
long, rectangular and square 
shapes are desirable. These can be 
constructed of sturdy material 
and either covered with decorative 
paper or cloth or painted to match 


Mass Displays for 
Ends of Tables 


Items: Popular-priced canvas 
gloves, floor wax, decorated cake 
covers, anti-freeze, motor oil, 
white enamel double boiler, alum- 
inum percolators. 








other equipment used in the win- 
dows. Most small iterns of mer- 
chandise will show up much bet- 





Rules for Business Men 
ULES for Business Men: Don’t 


worry, don’t overbuy, don’t go 
security. Keep a high vitality, keep 
insured, keep sober, keep cool. Don’t 
take new risks to relieve old ones. 
Stop a bad account at once. Make 
plans ahead but don’t make them in 
cast iron. Don’t tell what you are 
going to do until you have done it. 
Be contented with small beginnings 
and develop them. Beware of deal- 
ing with unsuccessful men. Be 
cautious but when a bargain is made 
stick to it. Keep expenses down but 
don’t be stingy. Make friends but 
not favorites. 


—Boot and Shoe Recorder. 


ter when displayed on panels of 
this type in the windows. It also 
simplifies the display job, makes 
it easier to install displays and in- 
sures better and more effective 
trims. 


Don’t Crowd! 


Major appliances in the hard- 
ware store frequently are over- 
crowded in an effort to show many 
more items than there is room for. 
It is much better in such cases to 
show fewer items effectively and 
then change the display often and 
present the balance of the line. A 
neat, clean display of this mer- 
chandise commands the immedi- 
ate attention of the customer. By 
changing the display often and 
showing additional items you keep 
people interested in the display. 
Nothing kills the value of major 
appliance displays more than plac- 
ing one item in front of another 
in an effort to show all the models 
in a line. 
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Good News For 
Dealers... Good 
News For Craftsmen 


Here’s the Drill Press you’ve been 
waiting for .. . it’s designed for 
precision operation, with ease of 
operation and durability as special 
features ... yet the price is within 
the reach of any craftsman. 





NOTE THESE FEATURES... Cali- 
brated depth guide, one-piece base, one- No. 46 
plece table, one-piece head casting, f 


positive locking device, stress-proof 
steel spindle, heavy Oilite bronze bearings, adjustable table height, 
adjustable head height, table and base slotted for attachments. 


SPECIFICATIONS... Capacity: drills to center of 12 in. circle, 
chuck capacity 1/6 in. to % in., table to chuck 11 in., base to 
chuck 14 in. Table; 8% in. x 8% in. Base; 8% in. x 9 in. machine 
surfaced. Spindle; ground and polished stress-proof steel, diameter 
5% in. The 1% in. quill is graduated in 16ths, from 0 in. to 3% in. 
for gauging depth of feed. End of spindle is % in. x 24 in. for 
standard chucks. Spindle Travel; 3% in. adjustable spring return 
Dimensions; overall height 34% in., overall depth without motor 
15% in., with motor 22% in. Finish; grey crinkle, except machined 
surfaces and steel parts. Shipping Weight; 90 Ibs. 


The Arcade Drill Press is supplied less motor, but with a % in 
chuck, motor bracket and the belt. Retail price $22.50. 


Write for details ... Order from Your Jobber. 


ARCADE Bans 


Freeport, Ill. 
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CAN OPENER 
COMBINATION 














Order No. 160-B.C. Vaughan’s Improved CAN OPENER 
COMBINATION ... BOTTLE OPENER... CORK SCREW | 

.. AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener | 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 








3211-25 CARROLL AVE. CHICAGO, ILL. 
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ROLLER SKATES 
by UNION HARDWARE 





























































Count on this eighty year old 
name in hardware and sporting 
goods to help keep the profits 
coming in this year—and ever 
year! For 1941, Union Hard- 
ware features a full line of 
popular-priced models (for 
sidewalk and rink use) which 
enables you to sell customers 
precisely what they want. 
Known far and wide for their 
combined ruggedness and 
flexibility, these ball bearing 
extension roller skates offer 
positive assurance of buyer 
satisfaction. Include Union 
Hardware Roller Skates 
among the items you are 
stocking for _ profitable 
spring selling. Your job- 
ber, can supply you. 


No. 4 for Children. Extends 
from 7 to 8 inches. Adjust- 
ment easily made. Small foot 
plate. Made of best cold 
rolled steel. Oscillating 
trucks mounted on rubber. 
New Mirror-Bright Nickel 
finish. Fitted with double 
ball race, self contained 
steel rolls. One skate for 
all sizes. 


No. 5 for Men. Extends 
from 8% to 10% inches. 
Large foot plates. Other- 
wise similar in construc- 
tion and design to No. 4 
Model described above 


No. 6 for Women. Ex- 
tends from 744 to 9% 
. inches. Full strap 
leather heel. Incor- 
porates all the latest 
Union Hardware Im- 
provements in de- 
sign and consetruc- 
tion. 


Write for Catalog 18 which de- 
scribes in detail these and many 
other models for all types of 
skating. 
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@ Skaters like Speed Kings because they’re greased 
lightning on wheels . . . the world’s fastest skates 
by actual test. Parents like them because they’re the 
e only skates guaranteed for 500 miles . . . or a full 


year of use. And what’s most important, you'll like 
eTHE WORLD'S e GUARANTEED them ... because these exclusive advantages add 
FASTEST 


FOR up to greater sales, faster turnover and more generous 
profits. Head into 1941 with Speed Kings. . . sell 
SKATES 500 MILES the skates your customers have been looking for. 
Write today for the attractive Hustler proposition 
for 1941. 




















Only Hustler Offers ALL of These 





1. Heavy hardened tread — for speed 
and mileage. 

2. Hardened cone — easier running, 
longer lasting. 

3. Halves of wheel joined permanent- 
ly by 4 rivets. 

4. Dust cap (with oil hole) keeps 
out dirt. 

5. Doubie rows of 9 hardened steel 
balls. 





HUSTLER CORPORATION 
Sterling, Illinois 


. 300 MILE 


Speed 


ROLLER SKATES 























We Welcome You Back to Memphis— 


Southern Hardware Jobbers Association 
American Hardware Manufacturers Association 
in joint convention 


April 21st 


HOTEL PEABODY 


“The South’s Finest 





One of America’s Best”’ 


F. R. Schutt 
Vice Pres. & Gen’l Mgr. 
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Some Practical Hints on 
Credit Sales Promotion 


Editor’s Note:—From an address 
by G. Don Smith, credit manager, 
Henry Morgan & Co., Ltd., Mon- 
treal, Canada, before the annual 
convention, Credit Management 
Division of National Retail Dry 
Goods Association held on May 
29, 1940 in Cleveland, Ohio. 


HERE is a great opportunity 

open to credit managers to help 
create new avenues for sales—the 
life blood of the store. In so doing 
we convert our operations from one 
of recording and protection to one 
of production. Credit sales promo- 
tion is an offshoot of advertising, of 
merchandise promotion and of the 
credit department, but it can best be 
handled by the credit department. 
The credit manager is closest to the 
customers, has the records and the 
hest knowledge of customers’ reac- 
tions to store policies. 

The easiest theoretical increase in 
our business is to sell existing ac- 
tive accounts more—but from a 
practical promotion point of view, it 
is probably the most difficult. A cus- 
tomer analysis from charge account 
records must be made in order to 
find out where we can sell them 
more. Start the analysis on a lim- 
ited number of good buying custom- 
ers and a few departments. Letters, 
folders and telephone suggestions 
can be made to this group. 

Suggestive selling in connection 
with active time payment accounts 
offers a new field of opportunity. 
This leads to kindred merchandise 
selling and efforts to interest a cus- 
tomer in goods allied to those on 
the account. Don’t necessarily write 
the lady who opened the account. 
Ask her husband if he’d like to sug- 
gest it to her. Tell him the account 
will stand it. A budget adviser in 
the credit department who will 
spend her time making these sug- 
gestions to existing accounts would 
be worth while. You can measure 
her success by the “add-ons” to the 
accounts. 

A follow-up on inactive charge 
accounts can be very successful and 
should be done regularly if only to 
help clear records of poor ad- 
dresses. A good plan is to synchro- 
nize such efforts with the start of 
the busiest seasons. and not more 
often that twice a year. Letters or 
cards regretting that an account has 
not been used are in good taste. Re- 
viving complaints to re-establish ac- 
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counts is a questionable procedure. 

Following up inactive time pay- 
ment accounts calls for a more ag- 
gressive technique, preferably with 
a much closer alliance to definite 
merchandise, and here is an oppor- 
tunity to introduce kindred mer- 
chandise. In this, lay emphasis on 
the satisfactory manner in which the 
former account was always paid. 

Prospects for our books, already 
shoppers in the store, are good cash 
customers, C.O.D.’s, lay-aways, per- 
sonal service and out-of-town cus- 
tomers, charge accounts from time 
payment accounts and _ time pay- 
ments from charge accounts. 

Past experience shows that solici- 
tation of accounts from these pros- 
pects on a regular, even if small, 
scale will be more fruitful than 
spasmodic efforts of a more spectac- 
ular variety. By timing solicitations 
to the actual occasions when a cash 
customer is most interested in the 
store we will find more successful 
hunting. A short note of apprecia- 
tion for worthwhile cash business 
carries an idea in itself. 

Considerable time and effort has 
been given to securing of new charge 
accounts from time payment ac- 
counts, but do not overlook trying 
to sell more time payment merchan- 
dise to good charge accounts by pre- 
senting the abounding facilities in 
your deferred terms. 


Reducing Distributors’ 
Small Order Losses 
(Continued from page 106) 


a vast majority of consumers are 
only a very, very small percentage 
of the consumer sales. 

This leads up to my final conclu- 
sion. Whenever manufacturers ad- 
just their resale schedules and af- 
ford a long overdue relief to 
distributors from their small order 
losses, it seems reasonable to as- 
sume that distributors will help 
those manufacturers who have co- 
operated with them by carrying 
larger stocks of that manufacturer’s 
line and in ordering in larger quan- 
tities. 

In this way, through the coopera- 
tion between distributors and manu- 
facturers, we can hope to modify a 
practice which does not bring bene- 
fits to anyone but brings harm to 
everyone. 

















THE MODERN 
PIED PIPERS 


are the 


BETTER BRAND 


MOUSE and RAT 


TRAPS 


WRITE US FOR FOLDER OF COMPLETE LINE 
AND NAME OF JOBBER—ASK YOUR JOB 
BER TO SHOW YOU OUR NEW STEEL 
MOUSE TRAP—RETAILS FOR FIVE CENTS 


McGILL METAL PRODUCTS CO. 


DEPT. 15! 


MARENGO, ILLINOIS 





Start the New Year 
RIGHT! 


Add this sure profit maker 


to your line 










Pat. 
Pend. 


** Successor 
to the 
Wheelbarrow” 


The MASTERS 


“(HANDI-CART”’ 


Every dealer who featured this cart dur- 
ing 1940 found it a fast seller and a 
money-maker. It sells on sight because 
of unrivalled merit. Front edge tips 
down to take leaves, mown grass, trash, 
ete. To load sand, gravel, rocks, etc., 
just scoop ‘em up. No stooping, no 
shoveling, no backache. Sturdy sheet 
metal body, steel axle, 

disc wheels, rubber Two Sizes: 

tires. Sturdy, yet light Retall Prices 


and easy to handle. 
Our national advertising F.O.B. Chicago 


is creating new business 
for you. Get those early e 
spring orders...act now! 
2 cu. ft 
Jobbers and Dealers 


Wits tla tr ema $6.5 


scription and our attractive —— 
money-making proposition. 314, cu. fe, 


MASTERS PLANTER CO. 


4029 West Lake Street, Chicago, Ill. 
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PAINE 


| “SUDDEN DEPTH" 
| Carboloy Tipped 


DRILL POINTS 










% SELL FASTER 
*% CUT FASTER 
% WEAR LONGER 


6 
The most efficient drill 
peint ever developed. Makes 
expansion anchor holes in 
concrete, stone, tile, mathle and 
similar materials 50%-75% faster. 
The Carboloy Tipped point has a 
diamond-like hardness that holds 
edge SO times longer. Can be 
used in any portable rotary drill. 
Write TODAY for new Drill 
Folder and Catalog of PAINE 
Anchoring Devices. 

















tigures 900 980 950 955 
A few of the complete line of PAINE Anchoring 
Devices. Fig. 900—Lead Expansion Anchor; 
Fig. 980—Malleable Shield; Fig. 950—Lead 
Woedserew Anchor; Fig. 955—Fiber Woodserew 
Anchor. e 


THE PAINE CO. 


2963 CARROLL AVE. CHICAGO, ILL. 
NEW YORK WAREHOUSE & SALES: 48 Warren St. 





THEIR REPUTATION 


Builds Sales For You 





For 114 years the name 
COLLINS on an axe has been 
the “buy sign” for men who 
know axes. The thousands of 
Collins Axes now on the job are 
active salesmen for new ones in 





your store. 
MICHIGAN 


Up-to-date t of t 
p-to-da systems em SINGLE BIT 


pering and heat treating, and 
critical inspections at every 
stage of manufacture, assure 
maintenance of the reputation 
“They Cut Longer Between 
Sharpenings”’. In balance, 
temper, steel, straight-cye, 





Collins Axes are first and 


that means first in profitable 


DAYTON 
SINGLE BIT 


sales through hardware stores 
too! 

Order from your jobber. If 
he can't supply you, write us 






The Collins Company, Collins 
ville. Conn. 


ya 


~ 


A complete line 
of axes, mat- 
tocks, small 


axes, hatchets, 
bush hooks. DAYTON SINGLE 
hoes BIT BEVELED 





Leerrimus 
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An Antique Coffee Pulverizer 


HE accompanying illustration 

and diagram show an antique 
coffee pulverizer which is owned by 
Swan O. Widell of Alhambra, Cal. 
Mr. Swidell brought it to this coun- 
try from Sweden in 1910. It was 
given to him by his mother, who at 
that time was 81 years of age, and 
who in turn had received it from her 
mother 65 years before. It is esti- 


* 


And here we see a dia- 
gram showing how it 
is made and a sketch 
showing it in operation. 


WHEEL 6" Diam 


14" Thick “gc tace 


ROLLERHANDLE{ 








mated that it is approximately 200 
years old. 

The coffee pulverizer consists of 
a grooved block of birch 12% in. 
long, 4 in. wide and 21% in. high. 
Coffee is placed in the trough and 
is pulverized by the action of a 
roller mounted on an axle which 
rolls it up and down the block. The 
roller is 6 in. in diameter and is 
made of fir. 


Here is the 200- 
year old Swedish 
coffee pulverizer. 
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A Half Million Gadgets 


(Continued from page 73) 


was the idea. I thought the color 
was supposed to keep dogs away. 
And yet I’ve always understood 
that dogs are color-blind. . . .” 

On our shelves are thousands of 
useful things that our customers 
know too little about. But we hard- 
ware men are always learning of 
something new. The other day a 
woman asked me for a left-handed 
paring knife. 


“A what?” I asked, staring. 

From one of my tables she 
picked up a utensil. 

“You see,” my customer said, 
“if the edge of that slot were 
slanted the other way, this thing 
would be much handier for a per- 
son who’s left-handed.” 

I bowed. “Lady,” I said, 
“you've got something there! I’ll 
write to the manufacturer.” 
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Spring Hinges of Quality 


~~(CHICAGO)~ 


SPRING HINGES 














There Is No Substitute for Quality 


That is why the Chicago 
Spring Hinge Company 
by correct design, quality 
of materials used and 
} workmanship aims to 
make “Triplex” Lavatory 
Door Spring Hinges the 
best on the market. 


For the same _ reason 
Owners, Architects and 
Contractors who strive 
to build with credit to 
their name or profession, 
select Chicago Spring 
Hinges for buildings which they plan and erect. 
Hardware Dealers will find “Spring Hinges of 
Quality” easier to sell. 











Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U. S. A. 














Stop, Look ana Listen— 
1", 


It is said: “Opportunity 
knocks but once!” That 
depends upon the “door”. 
Opportunity is constantly 
knocking at the door labeled 


CLASSIFIED 
OPPORTUNITIES DEPARTMENT 


in every issue of Hardware Age. Here the advertise- 
ments under Positions Wanted, Help Wanted, Accounts 
Wanted, Sales Representatives Wanted and Business 
Opportunities are proving real opportunities for hardwae 
men who are looking for help as well as those who are 
seeking positions. 

Send your copy with remittance to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St. + New York, N. Y. 
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NEW...THE JUNIOR MODEL No. 200 


46 Fol Awreuy 


BASKET ww Gar. me COLORS 


Here is the latest model of America's modern basket . . . priced 
so you can make it a $1.00 seller! It folds compactly to 1'/4" 
thickness for convenient storage and easy carrying (an ex- 
clusive Fold-Away feature); fits in a cabinet drawer; can be 
tucked under the arm like a handbag. Is light in weight, has 
metal bottom and handle, duck sidewalls. Open size: 11" 
wide, 17/2" long, 4%" deep. You will find it a profitable, 
year-round item to feature for shopping, utility, picnic use. 
Write today for details. 


SHAMROCK Gold-Away BASKET CO 


MADISON . INDIANA 











Feature PRO-TEX PADS 
pox Volume and PP .0 fits! 


Over 3,000,000 sold in 
° 1940! Honsewives can’t 
=) resist the Beauty, Utility 
and Low Price of these 
metal-and-asbestos Pads 
that have 101 uses in the 
home™. . . protecting 
surfaces against heat and 
scratches. 

Available in a wide 
range of popular sizes, 
shapes and colors. 

Write for complete in- 
formation about the 
FREE Display Rack that 
sells PRO-TEX Pads on 
sight. We'll gladly send 
you FREE sample Pad 
and illustrated circular. 


BALLONOFFE <2 


PRODUCTS CO. 









































METAL 


5800 Kinsman Road 





Cleveland, Ohio 
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N EW YEAR’S DAY 


has come and gone. The scene is 
in the local high school gymnasium 
and Charles Reed and John Dun- 
stan, partners in the retail hard- 
ware firm of Reed & Dunstan, 
are seated side by side watching a 
basket ball game. Each of them 
has a son playing on the local high 
school team. The referee’s whistle 
blows for the end of the first half. 

REED: Well, it’s been pretty 
close so far and the way they’re 
going I guess it’'l be neck and neck 
to the final whistle. Our two kids 
didn’t do badly, did they? 

DUNSTAN: Vl say they didn’t! 
Every time I watch that long-leg- 
ged kid of mine I wonder what 
keeps him from falling apart. 

REED: Well, he’s got nothing 
on me. I’ve been falling apart for 
the last month. Am I glad that 
Christmas rush is over at last. 
Now the next thing that happens 
is taking inventory. These high 
school youngsters don’t know what 
an easy time they are having. 
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DUNSTAN: We'd have a lot 
harder time ourselves if it wasn’t 
for HarpwarE Ace. Think of the 
help we got from that Christmas is- 
sue and how it made things easier 
for us in arranging our displays. 
See the December 26th issue yet? 


REED: Yes, but I had to take it 
home with me in order to find time 
to read it. They certainly had some 
interesting material in it. Those 
three pictorial pages showing how 
they merchandised housewares in 
California were right up to the 
minute, weren’t they? 


DUNSTAN: Very much to the 
point, I'd say. They had some 
mighty fine suggestions for dis- 
playing things and displays of that 
type would look pretty nice in our 
store. We have the merchandise 
and it would be a good idea to see 
what we could do. That first arti- 
cle on that firm in Massachusetts 
that used individual departments 
for housewares was a good one 
too. That firm had some mighty 
good ideas. I liked the stunt of 


displaying a weekly special in a 
regular place at the foot of the 
stairway to the basement. Bet peo- 
ple in that town walk down the 
stairs every time they visit that 
store just to see what new special 
is being shown. 

REED: They'd be chumps if 
they didn’t. I'd do it myself. Say, 
I got quite a bit of valuable in- 
formation from that article on a 
suggested revision of the Sherman 
Law. That law has been as in- 
flexible as cast iron for the past 50 
years and the suggested amend- 
ment would make it more effective 
and useful in every respect. It 
would give firms a bit of leeway 
and would take the matter of pub- 
lic welfare into consideration. 

DUNSTAN: If such a revision 
should be made you can bet it 
would be felt all the way through 
business from the top to the bot- 
tom. Did you read that article 
about the firm in Wisconsin that 
has a kitchen salon? Gosh, they 
go at it in a big way. There’s 
many a hardware dealer who could 
profit by reading that article. They 
show complete model kitchens and 
do the complete job all the way 
from drafting a sketch of a pro- 
posed kitchen to installing the 
completed unit. 

REED: While you're on the sub- 
ject of kitchens, that was a good 
story on the Long Island firm that 
did a $35,000 business a year in 
housewares. They concentrate on 
non-service articles and merchan- 
dise that isn’t highly competitive. 
They get four stock turns a year in 
that line, they buy right and they 
display so that they get the custom- 
ers’ attention. They've got a win- 
ning combination. And while I’m 
on the subject, there was another 
good article about a firm in Con- 
necticut that does a bang-up job 
on housewares. They “buy right” 
too and they keep everlastingly at 
the people in their town with ad- 
vertising. One thing that stood out 
about that firm was that they only 
handle American products. And 
right there they have the right 
idea. 

DUNSTAN: Ym with you there. 
(The whistle blows) Well, here 
comes the second half. Let’s forget 
shop for a while and relax. 


—G. M. S. 
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As the Court Sees It 


Some legal decisions which clear 
up questions which perplex dealers 


W hat Is a Partner? 


WO men operating a business 

together are not necessarily 
partners. If a creditor swoops down 
on the business, it may become high- 
ly important to determine just what 
their relationship is. 

“The indispensable constituent of 
a partnership,” said the Supreme 
Court of Vermont recently, “is that 
the parties shall be jointly inter- 
ested in the profits and affected by 
the losses of the business. Such joint 
interest may result even though one 
party furnishes the capital or stock 
and the ether contributes his labor 
and skill.” 

But a person who receives a stipu- 
lated percentage of the profits as his 
pay for services in the business is 
not a partner. 

“There is a clear distinction,” con- 
tinues the court, “between partner- 
ship agreements and agreements 
which give to a person not a spe- 
cific interest in the business or 
profits but a stipulated proportion 
of the proceeds as compensation for 
his labor and services.” 

The latter are contracts of employ- 
ment. Incidentally, a partner, ordi- 
narily, is not entitled to any pay 
for his services. All he gets is his 
share of the profits, and his weekly 
or monthly “draw” is usually charge- 
able to his share of the profits. Of 
course that may be changed by 
agreements among the partners. 


Note for Debt 
HERE a business house has a 


slow or “sour” account, ar- 
rangements are sometimes made 
whereby a financially responsible 
relative or friend of the debtor gives 
a note for the amount of the account. 
Such a transaction, in which a new 
debtor is substituted for the old, is 
known as a novation. 

If the note cannot be collected at 
maturity, may the business house 
then sue the original debtor on the 
account and collect from him? Ordi- 
narily not, for in such a deal the 
original debt on the account is con- 





JANUARY 9, 1941 


sidered to be “extinguished.” The 
Supreme Court of Michigan recent- 
ly explained it this way: 

“The acceptance by a creditor of 
the note of a third person, in satis- 
faction of an existing debt, is an 
extinguishment of such original in- 
debtedness and constitutes a good 
accord and_ satisfaction thereof, 
whether the note be given for the 
full amount or for a lesser sum or a 
greater one.” 

One way to hold both the original 
debtor and the maker of the note is 
to take the note not in satisfaction 
of the debt, but as collateral security 
for it. In such a deal some “con- 
sideration” must be given for the 
note, such as an extension of time 
to the original debtor for the pay- 
ment of the account. 


Protection Against Suit 


HERE are few things more dis- 

concerting to a business man 
than to be sued by a customer with- 
out warning. Most business men are 
willing to work out an adjustment of 
a customer’s grievances if given the 
opportunity. 

A Massachusetts business house 
endeavored to assure itself of that 
opportunity by inserting the follow- 
ing provision in its form of condi- 
tional sale agreement signed by its 
customers: 

“The buyer covenants and agrees 
not to institute any court proceed- 
ings against the seller under this 
contract, at law or equity, until 10 
days after he has delivered to the 
seller a signed statement in writing 
of the details of his claim or claims.” 

A customer who signed such a 
contract sued the business house 
without giving the 10 days’ notice 
as required. 

The Massachusetts court ruled 
that the customer, in these circum- 
stances, could not bring a suit 
against the business house without 
giving the notice. “The failure of 
the plaintiff,” said the court, “to 
give the required notice is a defense 
to this suit.” 


lf You’re in the Trade 
| gag engaged in a certain 


trade or industry are assumed 
by the law to know the customs and 
usages prevailing in that trade or 
industry. If such persons become 
parties to a contract relating to the 
trade or industry, they are sup- 
posed to know the trade customs or 
usages applicable to the terms of 
the contract. 

“A usage is a mode of dealing 
generally observed in a_ particular 
trade,” explained a Federal court 
recently. “A usage universally recog- 
nized and observed by those en- 
gaged in a particular trade througb- 
out a state is a general usage. While 
it must be generally recognized by 
those engaged in the trade, it need 
not be observed in every individual 
transaction in order to be general. 
Parties to a contract are presumed 
to know a well-defined trade usage 
generally adopted by those engaged 
in the business to which the con- 
tract relates.” 

Under this principle the courts 
construe contracts relating to a 
trade in the light of the applicable 
trade usages. Usually, however, 
“outsiders” Jo the trade are not 
charged with knowledge of trade 
usages. 


“Slothful” Out of Luck 


FEDERAL court recently ut- 
tered a reminder that, in legal 
matters as in other things, the early 
worm is more likely to get results 
than his tardy brethren. In a case 
involving an attempt to enforce a 
claim that had lain dormant for 14 
years, the court said: “During all 
these years plaintiff stood by and 
did nothing to enforce the claim 
which he now asserts. Equity re- 
wards the diligent and punishes the 
slothful. It does not concern itself 
with the mere lapse of time, but 
with the inequity of permitting a 
claim to be enforced.” 
And so the “slothful” plaintiff 
lost! 
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Ace Stores annual convention spon- 
sored by the Ace Hardware Corp., 1319 
S. Michigan Ave., Chicago, Ill., Jan. 
20-22, 1941, at the Merchandise Mart, 
Chicago. E. G. Lindquist is secretary 
of the company. 


Alabama, Retail Hardware Associa- 
tion of, May 14-16, 1941, at Montgom- 
ery. Headquarters, Gay Teague Hotel. 
Exhibit at Auditorium. Secretary, J. H. 
Crowe, 41 N. 21st St., Birmingham. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Mepmhis, Tenn. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association, and T. W. McAllister, 1020 
Grant Bldg., Atlanta, Ga., is secretary of 
the jobbers’ association. 


American Hardware Supply Co., 
annual convention, Jan. 27-28, 1941, at 
the company’s headquarters, 41-43 Ter- 
minal Way, South Side, Pittsburgh, Pa. 
William M. Stout is general manager. 


Arkansas Retail Hardware Associa- 
tion, Feb. 10-12, 1941, at Little Rock. 
Sessions and exhibit at Marion Hotel. 
Secretary, George L. Turner, 322 E. 
Markham St., Little Rock, Ark. 


California Retail Hardware Assn., 
Feb. 18-20, 1941, at San Francisco. 
Convention and exhibits at the Western 
Merchandise Mart. LeRoy Smith, 417 
Market St., San Francisco, is secretary. 


Connecticut Hardware Association, 
Feb. 19-20, 1941, at Bridgeport, Conn. 
Sessions at Hotel Stratfield. Secretary, 
Charles F. Freeman, Branford, Conn. 


Carolinas, Hardware Association of 
the, June 10-12, 1941, at Asheville, 
N. C. Hotel headquarters and sessions 
at the George Vanderbilt Hotel. Sec- 
retary C. B. Gladden, 407-11 Com- 
mercial Bank Bldg., Charlotte, N. C. 


Eastern Hardware Golf Associa- 
tion, annual tournament, May 22-24, 
1941, at the Buckwood Inn, Shawnee- 
on-the-Delaware, Pa. H. L. Gillian, 9 
Rockefeller Plaza, New York City, is 


secretary. 


Illinois Retail Hardware Association, 
Feb. 25-27, 1941, at Chicago. Sessions 
and exhibit at Sherman Hotel. Secre- 
tary, C. G. Gilbert, 1155 Merchandise 
Mart, Chicago. 
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Coming Conventions 


and Kvents 


Corrected each issue 
according to latest data 


Indiana Retail Hardware Assn., Jan. 
28-31, 1941, at Indianapolis. Sessions 
and exhibit at Murat Temple. Manag- 
ing director, G. F. Sheely, 333 N. 
Pennsylvania St., Indianapolis, Ind. 


Intermountain Association, Jan. 15- 
17, 1941, at Boise, Idaho. Sessions at 
Boise Hotel, Boise. Secretary, Frank L. 
Winzler, Chamber of Commerce Bldg., 
Boise. 


Iowa Retail Hardware Asen., Feb. 
11-14, 1941, at Des Moines, Iowa. Head- 
quarters and sessions, Hotel Savery; ex- 
hibit, Coliseum. Secretary, Philip R. 
Jacobson, Mason City, Iowa. 


Kentucky Hardware & Implement 
Assn., Jan. 21-23, 1941, at Louisville. 
Hotel headquarters, sessions, and ex- 
hibit at Seelbach Hotel. Secretary, 
J. M. Stone, Seelbach Hotel, Louisville. 


Marshall-Wells Co., Associate Con- 
gress at Duluth, Minn., Jan. 27-29, 1941. 
Clerks’ school, Feb. 3-5, 1941; at Port- 
land, Ore., Feb. 10-12, 1941, and at 
Spokane, Wash., and Billings, Mont., 
Feb. 17-19, 1941. The latter two meet- 
ings may be combined. George S. Mc- 
Quade, Duluth, is sales manager. 


Michigan Retail Hardware Assn., 
Feb. 11-14, 1941, at Grand Rapids, 
Mich. Headquarters and sessions at 
Pantland Hotel; exhibit at Auditorium. 
Secretary, H. A. Daschner, 1112 Olds 
Tower Bldg., Lansing. 


Minnesota Retail Hardware Assn., 
Feb. 18-21, 1941, at St. Paul. Hotel 
headquarters, Lowry Hotel; sessions 
and exhibit, Municipal Auditorium. 
C. J. Christopher, Nicollet at 24th St., 
Minneapolis, is secretary. 


Missouri Retail Hardware Assn., 
Feb. 25-27, 1941, at St. Louis. Sessions 
and exhibit at Municipal Auditorium. 
Louis C. Kreh, 323-324 Wainwright 
Bldg., St. Louis, is secretary. 


Mountain States Hardware and Im- 
plement Assn., Jan. 13-15, 1941, at Den- 
ver, Colo. Sessions at Cosmopolitan 
Hotel. Secretary, John T. Bartlett, 637 
Pine St., Denver. 


National Retail Hardware Asso- 
ciation, 42nd annual congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Orleans, La. Rivers Petersons, 333 N. 
Pennsylvania St., Indianapolis, Ind., is 
managing director. 


Nebraska Retail Hardware Assn., 
Feb. 4-6, 1941, at Omaha, Neb. Hotel 
headquarters and sessions, Rome Hotel. 
Exhibit, Municipal Auditorium. Sec- 
retary, Edward C. Hermanson, 325 In- 
surance Bldg., Lincoln. 


New England Hardware Dealers’ 
Assn., Feb. 25-27, 1941, at Boston, Mass. 
Hotel headquarters, sessions and exhibit 
at Hotel Statler. Secretary, Russell R. 
Mueller, 189 Dartmouth St., Boston. 


New York State Retail Hardware 
Association, annual convention, Feb. 
11-14, 1941, at Seneca Hotel, Rochester, 
N. Y. Exhibit at Convention Hall. Sec- 
retary N. H. Kiley, 508 Hills Bldg., 
Syracuse. 


North Coast Hardware and Imple- 
ment Dealers Association, Jan. 22-24, 
1941, at Seattle, Wash. Secretary, D. D. 
Stewart, American Bank Bldg., Seattle. 


North Dakota Retail Hardware As- 
sociation, annual convention, March 
4-6, 1941, in Fargo, N. D. Headquar- 
ters, Gardner Hotel. Exhibits at Audi- 
torium. Secretary, Louis J. Thompson, 
21 Clifford Bldg., Grand Forks. 


Northern Wholesale Hardware Co., 
Feb. 2-4, 1941, at Portland, Ore. Ses- 
sions and exhibit at Masonic Temple. 
Thomas L. Willis is president of the 
company which is located at 109 S. E. 
Salmon St., Portland. 


Ohio Hardware Association, annual 
convention and exhibit, Feb. 18-21, 
1941, at Cleveland, Ohio. Sessions at 
Hotel Statler, exhibit at Auditorium. 
Secretary, John B. Conklin, 175 S. High 
St., Columbus. 


Oklahoma Hardware & Implement 
Assn., Feb. 46, 1941, at Oklahoma City, 
Okla. Headquarters, sessions, and ex- 
hibit at Municipal Auditorium. Secre- 
tary, Charles F. Nelson, 301 Key Bldg., 
Oklahoma City. 


Panhandle Hardware and Implement 
Association, Jan. 27-28, 194i, at Ama- 
rillo, Texas. Sessions at Herring Hotel. 
Secretary, C. L. Thompson, Canyon, 
Texas. 

Pennsylvania and Atlantic Sea- 
board Hardware Assn., Jan. 28-31, 1941, 


at Pittsburgh, Pa. Headquarters, ses- 
sions, and exhibit at William Penn 
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A sensational success! 


4,000,000 CORY Glass Filter RODS are 
being used in glass coffee makers 
to replace filters that use hooks, 
springs, chains or cloth 
Users enjoy magnificent tea, as well 
as superb coffee untouched by 
metal. 
In addition to supply- 
ing the _ sensational 
CORY Glass Filter ROD, 
CORY Brewers have 
over ten other patented 
a“ 7 , and exclusive features, 
oe “i including: Safety Stand 
Funnel Holder, Accurate Coffee Measure, Hinged Decanter Cover, Matched 
Fittings, Platinum Decoration of Glass, 2-heat Electric Units. 
Get lined up for a big 1941, selling com ety composé 
CORY Coffee Brewers — and CORY G' Rods. 


GLASS COFFEE BREWER CORP. 
; 325 North Wells Street, Chicago, lil. 


Fdland 


CAN OPENERS 


A model for every purpose, Hand, Wall 
and Table types. EDLUND JR. Can 
Opener—over 2,000,000 sold—now im- 
proved with new SHEARING action, 
doubles ease of operation. In individual 
display cartons; counter display con- 
tainer with every dozen. 


MODERN KITCHEN TOOLS 


Can Openers, Egg Beaters, Jar Openers, 
Cap Removers, Knife Sharpeners 


EDLUND CO., BURLINGTON, VT. 





DOING A 
SELLING 
JOB—in 
Hardware 
Stores 
Everywhere 
ASK 


YOUR 
JOBBER 


The “Open Champ" 
NATIONALLY 
ADVERTISED 


5-Year Guarantee 
on Every Carton 


Can Opener 














WICK ... 


OIL RANGES AND HEATERS 


oe ee 2 oe 





Mf’d under U. 8S. Pat's 
2,197,866 and 2,184,899 





The Original 
IT’S PROVED 
IT’S PROFITABLE 


Glaswik — made 
entirely of the famous 
Fiberglas Yarn—Fea- 
tures performance im- 
possible with old- 
style wicks. It Lights 
Instantly. Needs Less 


Attention. Lasts 


Longer. Produces 
More Heat. No Car- 
bon or Soot Uses 
Less Oil. 















North Wales, see 
Please send literature and p 3 
on Glaswik. | 
Name - 
es - aie es 






If Your Jobber SEND 
elti te). | 


Can't Supply You..-ropay! 


1S THE ADJUSTMENT CON- 
VENIENT, POSITIVE? 
WITH A WRIGHT EXPANSIVE 
BIT, WHY IS CUTTER SLIP- 
PAGE IMPOSSIBLE? 


At the bottom of the cutter, point 




















out how the 
teeth mesh with 
a screw. which is held tightly in 
a clamping plate Turning the 
erew gives a direct-reading 
micrometric adjustment (no cal- 
culations when using this bit) 
And because the cutter is held 
in mesh with the screw thread 
this cutter stays exactly where 
placed, until you re-set it for 
another hole. 


ANOTHER CONN 
VALLEY FEATURE 
MAKING GOOD 
WORK EASIER 


Save Money 


One expansive bit takes 
the place of many ether 
bits 


CONVALCO 


té 


Connecticut Valley Mle. Co, 


Incorporated /874 


PYTERBROOR COVVECTICU TE 


120 


Hotel. Secretary, W. Glenn Pearce, 400 
N. Broad St., Philadelphia. 


Southern California Retail Hard- 
ware Assn., Feb. 25-27, 1941, at Long 
Beach. Hotel headquarters, Hilton 
Hotel. Sessions and exhibit, Municipal 
Auditorium. Secretary, J. V. Guilfoyle, 
626 Rives Strong Bldg., Los Angeles. 


South Dakota Retail Hardware 
Assn., Jan. 28-30, 1941, at Sioux Fails. 
Hotel headquarters, Cataract Hotel; ses- 
sions and exhibit at Coliseum. Ear! 
Erlandson, Cottonwood, is secretary. 


Southern Hardware Jobbers 
Assn., meeting jointly with the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. T. W. McAllis- 
ter, 1020 Grant Bldg., Atlanta, Ga., is 
secretary of the jobbers’ association, and 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ association. 


Texas Hardware & Implement Assn., 
Jan. 21-23, 1941, at Dallas. Hotel head- 
quarters, sessions, and exhibit at Hotel 
Adolphus. J. D. Martin, Jr., P. O. Box 
1193, Bryan, is secretary. 


Tennessee Retail Hardware Associa- 
tion, Feb. 4-5, 1941, at Nashville. See- 
retary, Robert Boswell, Box 68, Chatta- 


nooga. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distributors’ Assn., 


secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rinehart, 505 Arch St., 
Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 


Virginia Retail Hardware Assn., 
Feb. 18-19, 1941, at Danville, Va. Sec- 
retary, G. T. Omohundro, Jr., Scotts- 
ville, Va. 


Western Retail Implement and 
Hardware Dealers Assn., 52nd annual 
convention and exhibit, Jan. 21-23, 1941, 
in the Municipal Auditorium, Kansas 
City, Mo. Frank H. Spink, 322 Scarritt 
Bldg., Kansas City, Mo., is secretary- 
treasurer. James A. Gorman is show 
manager. 


West Virginia Hardware Associa- 
tion, Feb. 24-25, 1941, at Parkersburg. 
Sessions at Chancellor Hotel. Secre- 
tary, H. B. Clower, Oak Hill. 


Wisco Hardware Co.’s merchandising 
school and sales show, Jan. 29-30, 1941, 
at the company’s headquarters, 15 S. 
Brearly St., Madison, Wis. J. A. Fit- 
schen is secretary and general manager. 


Wisconsin Retail Hardware Assn., 
Feb. 4-7, 1941, at Milwaukee, Wis. 
Headquarters, Hotel Schroeder;  ses- 
sions and exhibit, Auditorium. Secre- 
tary, H. A. Lewis, Stevens Point. 





FOR SHOWING HOUSEWARE NOVELTIES 





A. E. Ewing Co., Olean, N. Y., arranges small houseware novelty 
items on a table top which is divided into spaces approximately 1 ft. 
square by using strips of ribbon for dividers. The small goods are ar- 
ranged in the square and a small showcard on a stand approximately 
6 in. high gives the price and complete information about the merchan- 
dise. All showcards are of uniform size and height. The table is ex- 
tremely interesting to women shoppers because of the variety of the 
merchandise and the newness of the items. 
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PROFITS 


with the--- 


@ Your customers need her! 
Only 10¢—they’ll buy her! 

And once they’ve used The 
CHORE GIRL they’ll never 
use any other abrasive clean- 
er! 
Cash in on The CHORE 
GIRL’S consistent advertising 
in national and farm maga- 
zines. Display The CHORE 
GIRL in the handsome count- 
er display carton. Order from 
your jobber today. 






















METAL TEXTILE CORP. 


Orange, N. J. 
















BOMMER 


SPRING HINGES 


ARE THE BEST 


The most useful and 
satisfactory spring 
hinges for general 
use. The location of 
the two springs of 
each hinge on oppo- 
site sides of the door 
reduces oscillation 
when closing. 








Double Action Standard i 
A ay ty yp ty They permit the door 
to be opened all the 


way back to the wall if suitably hung. 


Supplied with Button Tips when specified. 


Bommer Spring Hinge Co. — Breokiyn,N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 














Sell he. LARGE Sise, Also 


While McGuire’s 18” Bamboo Lawn Rake best serves the average 
householder’s use, most home owners need only to be reminded that 
the 24” size is just what they require for heavy duty; raking leaves, 
rubbish, etc. Don’t overlook the /arger sizes in ordering and also 
suggest the 
large size to 
customers. It 
should sell two 
rakes for you 
instead of one. 
Mc Guire’s 
No. 1 Bamboo 
Lawn Rakes 
come in— 






STRENGTH3—> Jee 


A Variety 
of SIZES 


18” for general use—24” 
for heavy duty and 30” 
for professional garden- 
ers on large estates, parks, 
grounds of public buildings, 
etc. Constructed in America 
by skilled American workmen. 
Ask your Jobber. If he is not 
supplied, write to us. 


THE GEO. W. McGUIRE CO. 
WHITESTONE, LONG ISLAND, N. Y 
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THE NEW PATENT STRING DEVICE 
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° “They broke all records for washer 

N ational Washer-lIroner Week Sets shipments and also for ironer ship- 
z ments for that month, and sent the 

W ind 10-month washer total to within 

Records, Produces Prize U Ows hitting distance of the figure for all 

1939 and the 10-month ironer total 















1 = of 15.7 per cent above that for all 
A 1939,” he said. 
. Included among the winners were 
_ RHYTHM IN 5 THE LAUNDRY Re the Vandervoort Hardware Co., Lan- 
TIONAL wasHen In //2 TIME WESTINGHOUSE sing, Mich., winner of a $200 first 


award in the hardware and appli- 
ance store class, and the winners of ‘ 
$25 fourth awards in the same class: rz | 


zs . ES « a ifs se 
a .- « rd - at 





















Walker Co., Oak Park, Ill.; Gritten See 

Hdwe. Co., Fithian, III. pt re 

f spur 

ee 

Conveyance to Wife poli 

Cheon days after a business aaa 

house sued a debtor, he trans- Bit. 

ferred the real estate which he for t 

owned to his wife. It was alleged ie 

Vandervoort Hdwe. Co., Lansing, Mich. that she was to assume payment of mon! 

lathe 

line | 

OLITICS, patriotism and sports, jobb 
football to African golf, in 
addition to all the cardinal virtues 
of home cleanliness, supplied themes 
for the 21 prize-winners in the win- 


dow display contest that was a fea- 
ture of National Washer - lroner 
Week. “Simplicity of ideas and 
execution also characterized virtual- 
ly every window given an award,” 
said Joseph R. Bohnen, executive 
secretary-treasurer of the American 
Washer and Ironer Manufacturers’ 
Association, Chicago, under whose 
auspices the event was staged. i? a 
Final evidence of the sales-produc- j a Ua ‘i 
tion value of National Washer- | . 
lroner Week, according to Secretary 
Bohnen, is contained in the indus- 
try’s shipment figures for October. Gritten Hardware Co., Fithian, III. 











atte 





a mortgage held by a bank and 
further that the husband was in- 
debted to her for an amount far in 
excess of the value of the real estate. 

“The circumstances surrounding 
the conveyance of the property to 


the wife,” said the Kentucky court, 

“and the nature of her claims against 

her husband are such that we have in 

no hesitancy in saying that it be- 

came incumbent upon her to sup- ho 

port the conveyance. This she has 

failed to do.” pb 
“Supporting the conveyance” in 

such a case means to satisfy the B 


court that the transfer was legiti- 
mately made for a valid and fair 
consideration. In this particular case On 
the court made an order providing 
that the real estate should be sub- 
ject to the debts of the husband, re- 
Walker Co., Oak Park, Ill. gardless of the transfer. Te 
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AUGER BITS 


“ALL-PURPOSE 
BORING TOOLS" 





Right here 
is the difference! 


Note that this bit is guided by a 
circular rim instead of a center 
spur — a feature which permits 
operation in any direction regard- 
less of grain or knots leaving a clean, 
polished peripheral surface and a 
smooth, flat-bottomed hole. Aay arc of 
a circle can be bored with a Forstner 
Bit. Woodworkers find dozens of uses 
for this tool—find it handy for mor- 
tising, scalloping, pattern making, scroll 
work and for many other operations com- 
monly done with chisel, gouge, scroll saw or 
lathe tool. Include Forstner Bits in your tool 
line for —_—— sales, Order through your 
jobber. If he cannot supply you write us direct. 


SIZES AVAILABLE: For machine use, 4“ to 
14” by sixteenths, 114” to 3” by eighths. For 


a 


hand use, 4 to 1 4“ by sixteenths. 
or in sets of 9. 11 or 17 bits each. 


— ae 
/he PROGRESSIVE MFG. CO 


1 OO es soem £€ OC TIC. 
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you may be stopping throughout America, or 

in the old world for that matter, ask your 

hotel manager what is THE hotel in Philadel- 

phia. Without a moment's besitation he'll say 

BELLEVUE-STRATFORD 
IN PHILADELPHIA 


One of the Few Famous Hotels in America 
CLAUDE H. BENNETT, General Manager 
REASONABLE RATES 
CPE SSS kl TT 
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EXTRA VALUES for Spring 


ADVERTISED 
TO MILLIONS. 
AND SOLD 
TO MILLIONS. 





No. 101 


ICAO: SCOUT 


FLYIN 


Roller Skates 


The reasons “CHICAGO” 
Roller Skates are preferred 
is because they are 

* Precision Built 

* Finest Steel Construction 
* Stronger Frames ZE 
* Sturdier Wheels ; 
* Exclusive Features n 
Serving years instead of 
days, they are most eco- 
nomical. 

Get facts of ‘‘CHICAGO"’ Trio. 
Now being Nationally Advertised. 


CHICAGO ROLLER SKATE CO. 


or'd's Greatest Roller Skates for Over 40 Years 





Noiseless Rubber Tires 





Solid Steel Wheels 





4456 WEST LAKE STREET CHICAGO, ILLINOIS 








NDLER WICKS 
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THE RAYBESTOS DIVISION 


OF RAYBESTOS-MANHATTAN, INC. BRIDGEPORT, CONN. 
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AND “WS TOOLS 





<>. New No. 19 B 
_L® hy 
ae Ae Flower 
‘m | Weeder 
Gets into 
Close Places 





TWE, bear MORCROSS 
FLOWER WEEDER by 
" w : 








The 
Display 
Carton 
Sells 'Em 


ALSO NO. 59B WITH 4 FT. HANDLE 


V-POINT WEEDERS superior to any on 
the market better balanced . sharper cut- 
ting edge better appearance . long or 
short handles 


V-POINT WEEDERS 


aD 


Be prepored for the Spring garden tool rush 
‘ee write for 1941 catalog and name of 
nearest INDEPENDENT jobber 


Cc. S. NORCROSS & SONS 
BUSHNELL ILLINOIS 
"'Quality Garden Tools Since 1891"' 


ARMSTRONG 


Chrome-Vanadium, 














When “talking shop” on 
wrench quality it’s always 
ARMSTRONG Chrome- 
Vanadium Wrenches that carry the 
100% stamp of approval. Wrench 
buyers and wrench users alike know 
that these are quality tools — the 
finest available today. Carrying a 
reliable manufacturers’ guarantee 
inst spreading or breakage 
A STRONG Wrenches are pri- 
marily designed for discriminating 
buyers — men who know that 
strength has not been sacrificed for 
a longer, thinner and lighter wrench 
—a strength not based on bulk but 
on excellence of design and mate- 
rial. 
Write today for the C-39 Catalog 
—standardize with a line you can 
guarantee! 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 WN. Francisco Ave., Chicago, U.S.A. 
Eastern Warehouse acd Sales: 199 Lafayette St., New York 
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How’s the Hardware Business? 


(Continued from page 60) 


pared with $34,539,596 for October, 
1939. Total sales during the first 
10 months of the current year 
amounted to $338,502,119, compared 
with $323,946,325 in the like 1939 


period. 
* * * 


Travel accessories—Not only 
have all sections of the country re- 
ported a very heavy volume of holi- 
day travel, but the same trend has 
been noted during several recent 
months. A more active business 
movement, the many people travel- 
ing on government business, and the 
easier tone of spending for vacation 
and pleasure trips all have contrib- 
uted to travel volume. The result 
has been apparent in the large pre- 
Christmas demand for luggage and 
all kinds of travel accessories, and 
many stores have set up an all-year 
department to cater to this increas- 
ing American habit. 

% * * 

Electric refrigerators — The 
Statistical Department, Edison Elec- 
tric Institute, New York City, esti- 
mates that 2,523,663 household 
model electric refrigerators were 
sold in the first 10 months of 1940, 
as compared with sales of 1,808,410 
units in the same period of 1939. 
October, 1940, sales totaled 88,187, 
compared with 62,055 in October, 
1939. The sales volume in Septem- 
ber, 1940, was 112,309 household 
refrigerators. 

* * * 

Crated eaves trough, conductor 
pipe, etc.—Due to the increased cost 
of lumber, the Milcor Steel Co., 
Milwaukee, Wis., announced on Dec. 
10 a revision of’one point in the 
trade discount on crated eaves 
trough, conductor pipe, roof and 
box gutter, ridge roll and formed 
valley. Discounts on uncrated goods 
will. remain as before. On Dec. 20 
the company reinstated its Jan. 2. 
1940, prices on corner beads, base 
screeds, picture molds, cold rolled 
channels, steel studs and corner lath. 
These prices had been reduced $2.50 
per 100 ft. on Aug. 20, 1940. All 
prices are subject to further change 
without notice. 

* * _ 


Cordage, twine output—The 
1939 value of the output of cordage 
and twine, jute goods (except felt) 
and linen goods was $79,880,873, a 
decrease of 17.2 per cent compared 
with $96,478,205 reported for 1937, 
according to the Bureau of the Cen- 
sus. The cordage and twine produc- 


tion value last year was $56,685,817, 
a decline of 14.7 per cent under the 
1937 value of $66,418,385. 


* * * 


Washers and ironers—House- 
hold washer shipments in November 
were third highest in the industry’s 
history for that month, the total be- 
ing 100,787 as compared to 102,990 
a year ago and 102,689 in Novem- 
ber, 1936, according to announce- 
ment by Joseph R. Bohnen, execu- 
tive secretary-treasurer, American 
Washer & Ironer Manufacturers’ As- 
sociation, Chicago, Ill. Sales took 
the usual seasonal drop from the 
preceding month, the all-time high 
October, when shipments aggregated 
168,527. Ironers shipped in Novem- 
ber totaled 18,925, compared to 23,- 
282 in October, and an advance of 
89.44 per cent over 9990 shipped in 
November, 1939. 


eo @4 @ 


Schick Dry Shaver sales— 
Kenneth C. Gifford, vice-president, 
Schick Dry Shaver, Inc., Stamford, 
Conn., reported that Schick enjoyed 
its most successful year since 1937 
with sales increased 32 per cent over 
1939. Fall and Christmas business 
exceeded all expectations, he said. 

* we * 


The Christmas aftermath — 
The pre-Christmas shopping season 
for 1940 was widely hailed as the 
busiest in many years, and the most 
productive of profitable sales vol- 
ume. In this verdict hundreds of 
hardware stores have joined—almost 
invariably those stores whose mer- 
chandise and dressing and lighting 
were attractive enough to compete 
for attention with other up-to-date 
establishments. There were an un- 
usual number of last-minute shop- 
pers, probably because of pre-holi- 
day bonus and dividend distribu- 
tions in many quarters. High value 
gift merchandise seems to have sup- 
plied an especially large share of the 
gift selling, and not even the deter- 
mination of the manufacturers and 
larger whoesalers to provide liberal 
stocks has been able to avoid numer- 
ous shortages during the latest shop- 
ping weeks. Toy business was un- 
usually heavy, with the usual short- 
age of electrical trains. Lack of 
snow and cold weather in most sec- 
tions affected the late sled and skate 
business. Many cutlery specialties 
and some watches and clocks have 
been scarce enough to disappoint 
late buyers. 
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NEW 1941 SPARTON 


STING-RAY 


Electric Fence Controllers 


Thesame high quality that has made Sparton products 
famous for 40 years, guarantees you fine performance 
and long life with these fence controllers. Models for every 
purpose and type of current, operating on 110-V, AC or A Few Distributor- 
battery current. Fully approved by the Wisconsin Indus- ships and Dealer- 
trial Commission and Oregon Department of Labor. Model _ ships Still Open. 
SR-C-1, illustrated, is combination operating from either Write Today for 
“high line” or batteries. Retail prices starting at $6.95. Details. 










































WORKS 
WITHOUT 
PAY 


@ This strongly re- 
enforced corrugated 
board display and 





: stock keeping carton 
d comes complete with 
7 two dozen hammer and 
r hatchet handles assort- 


5S ed in price to retail at 
10c to 25c each. Four 
handles always on dis- 
play—balance of stock protected against dirt. Uses 





n only one-half square foot of space on counter or 
e shelf. Display your stock, increase turnover and 
. . . jon 
st profits with this silent, no pay, super salesman. Ne turning heels 


holes are clean, 
Toagh, strong, long wearing. 


if ORDER FROM YOUR JOBBER | a <tke Ar tedieineen ne 


























st If he cannot supply you, write us— 
T- 
1g 
te TURNER, DAY & WOOLWORTH HANDLE CO., INC. 
“a LOUISVILLE, KENTUCKY 
n- 
p- FOR OVER 80 YEARS — WORLD'S LARGEST HICKORY HANDLE MANUFACTURER 
li- 
u- na 
ue -Ce/ = > —~ 
_— } je | &) 
P é ir. a } a —— 
he PICTURE HANGERS © — — 
>T- i r \ TATE 
i > 7 « 
‘i | a B Build 
al — usiness uliagers 
Mm TATE 
nfl . Here are two fine displays for Hardware Open 
p- House. The finest products at a salable price. 
Made by a house established in 1872. They give 

in- you a good profit in money and attract trade. The 
rt- stands are colorful and attractive and well built. 

f Send for Circulars showing the TATE line of Pic- 
° ture Hangers, Coil Wire, Cup Hooks, Master Keys, 
PC- Drapery Hooks, Mirror Clips, Picture Wire and all 
t sizes and prices of Mop Heads. 
ite 
ies E. H. TATE CO., Boston, Mass., U. S. A. 
ive Sales Offices also in: 
int CHICAGO NEW YORK LOS ANGELES 
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Sliding Door Track 





\ 


The original enclosed track in 1888. The 
superior track today. 


COBURN TROLLEY TRACK CO. 
411 Harding St. Holyoke, Mass. 


DURLOY WIRE 


Give added life and wear to all 


DURABLE MATS 


The life of a Mat depends on 
the strength of its ‘‘backbone”’ 

the wire within. That's why 
Durable bas pioneered and per- 
fected an amazingly strong, 














tough wire DURLOY with 
an extra-thick coating of PURE 
ZINC ... it's life long protec 


tion against rust and corrosion 


DURABLE MAT CO. 
PENNER REAANEG SA 
E-Z CORN POPPER 
The Original Rotary Cora Popper 
The Popper That Puts 
The Pop in Pop Corn 


777 Brook St., 
Akron, Ohie 










Stove Type 
or Electric 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 





C 2 OK" s 


SUPER VALUE 
NAIL CLIPPER 


New member of Gem Cc 
Nail Clipper family. 
Hardened jaws, nail 

file, cleaner. Heavily 

nickeled. Doz. on colorful card 
at jobbers’. Send for details. 
THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 


_WOOD JOINERS: 


THEY PULL—CLINCH—HOLD 
The outstanding fastener fer making, repairing 
sereens, gerden furniture, frames, ete. 

Ask Your Jobber 


SUPERIOR FASTENER CORPORATION 


















5224 N. Clark St. Chicago, til. 


Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 





CALF WEANERS 
BEST FOR 25S YEARS 


Write for FREE Circular Mérd By 
QUINN WIRE & IRON WORKS 


BOONE IOWA USA 
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Sketch of the “reminder” showing its method of operation 


Keeps Track of Outside Men 


A SIMPLE “reminder” hung 
above the telephone on the 
main floor of Whiteside Bros. hard- 
ware store in Corvallis, Ore., tells 
a person any time of the day just 
where the outdoor salesmen and ap- 
pliance men are working, and also 
what time they will return. Con- 
structed at a cost of less than a cent 
and perhaps in a half-hour of spare 
time, this little gadget has saved 
many valuable hours looking up 
workers at this establishment. 

The reminder is made of a piece 
of board about 1 ft. long and 6 in. 
high, depending on how many work- 
ers’ names are needed on the chart. 
Holes are drilled for the nails or 
pegs in the chart, and also below 
for the pegs not in use. Here is the 
principle of the reminder. Suppose 
that “Wheeler” is working on the 
floor this morning. When he comes 
in to the store he plugs in on the 
floor column. If a party should call 


him over the phone or come to the 
store to see him, all anyone need 
to do is to refer to the reminder and 
there is the information. 

For instance, Bruyer comes in this 
morning and has a job outside he 
must tend to until 11. He plugs in 
at 11 and those at the store know 
that he will be back at that time. 
Each of the workers keeps tab on 
his own peg position, and in that 
way simplifies the reminder for the 
others who need the information as 
telephone and personal calls come 
in for the salesman and appliance 
men. 

Ed Lindsay, one of the Whiteside 
Bros. workers for a number of years, 
says that the reminder is the real 
thing, and that it has saved both 
time and trouble in locating their 
salesmen and appliance men who 
spend part or all of their time out- 
side the store every day. 


What is a Sprig? 


A letter to Saunders Norvell 


WAS interested in reading your 

article in Harpware Ace, Sep- 
tember 19, which deals with some 
of the old-time hardware business 
in the United States. 

Among other matters, you refer to 
the advertisement of Nicholas Hal- 
lam, broadcasting he is in a posi- 
tion to supply nails, brads and 
sprigs and you remark you wonder 
what a “sprig” can be. No doubt 
by now a number of your readers 
in the U. S. A. have supplied the 
information, particularly if some of 
them are hardware men educated 
in Great Britain. 

In English and Australian hard- 
ware terms a sprig is a small nail 
or pin made of metal or wood, used 


by boot repairers for attaching soles 
to shoes and boots, in common use 
in the days before hand or machine 
sewing was the custom. Steel and 
brass sprigs are still used fairly ex- 
tensively in this country on farms 
and such places where home boot 
repairing is carried on. 

The prices and quotations which 
you have illustrated evidently are 
the product of traders in America 
round about the time Benjamin 
Franklin was at the height of his 
fame and during that period of 
American history when English cus- 
toms of trading were the recognized 
method adopted. 

Lesu D. Davis, 
S. Hoffnung & Co., Ltd., 
Sydney, Australia. 
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ASK YOUR SUPPLIER” ABOUT 


1 T (} Y “ 7 ATHROOM & KITCHEN FIXTURES 


B 
OAKVILLE, CONNECTICUT WRITE FOR CAT 








display sland 


FREE 


gust buy 8 dozen 
Velb.CROSS TACKS 7 
from your yobber oS Highly polished blade with 

etched trade mark. Carved pear wood 


R O q S 5 Se to - handle with three nickel plated brass 
as ae ; screws and medallion. 
‘- 2 as SANDVIK SAW & TOOL CORPORATION 





















































“FISH & HOOK” BRAND 

Manufactured from Finest 

Swedish Charcoal Steel. 
Taper Ground 





Well Balanced 
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47 WARREN ST. 11 No. JEFFERSON ST. 
EAST JAFFREY.N.H. NEW YORK, N. Y. CHICAGO, ILLINOTS 
Weather Prediction: COLD! S » 
—So They'll Want Torches ell RUBYFLUID 
When the thermometer goes down, your | = Ame VOU 
torch sales up. So check your C & L torch a Sell SATISFACTION 
stock now. The well-supplied dealer gets the a 4 li nals es Py 
business! | ACID CORE SOLDER Baer, paste or flux, sell them 
Probably coincidence timed the appearance - on eR Big yet 










soldering product that will more 
than satisfy. 

Rubyfluid is endorsed by the 
largest manufacturers and is 
made available in small packages 
for home use. Attractively pack- 
aged in beautiful, colorful coun- 
ter display cartons. Rubyfluid 
will be a fast seller for you. 

Available in core solder, paste 
and liquid flux. Write for in 
formation and details. 


RUBY CHEMICAL CO. 
58 McDowell St., Columbus, O. 


@ year ago of our ‘‘winter warning'’ ad with a 
nation-wide cold wave. But it was perfect 
proof of the point! 


So take heed now! Call your jobber and 
replenish your C & L torch stock. Cash in on 
this cold weve! 


CLAYTON & LAMBERT 
MFG. CO., Detroit, Mich. 


x 
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MR. KEES SAYS: KEES 
GOSSETT HANGERS 


Are Leading Sellers - - - - 
























Steady, repeat sales with no 
off seasons... when you display... 


MOORE 


PUSH-PINS & PUSHLESS HANGERS = jancer 


Place the attractive MOORE Display Cabi- WITH A 
net where it can be seen...and notehow twist 
quickly sales increase. Millions of present 
users. Millions of others read MOORE 





Because They 





Are Easiest 


NATIONAL ADVERTISING, and are To Use 
waiting to be reminded to buy. The cabi- 
net will do that for you. Supplied FREE by | Write for Free Sample 
your jobber bye order yA. —_o- | 4m and Catalog. 
packets. Send for your cabinet today. | 

SH-PIN | F. D. KEES MANUFACTURING CO. 
MOORE PU H-Pl co. BOX K-40 BEATRICE, NEBRASKA 


113 Berkley Street, Phila., Pa. Distributed Thru Hardware Trade 

















$3.00 —— 
By Retail 10° - 


Popular Mitre Kits 
Selling Like “Hot Cakes”! 


You'd be surprised how fast these low priced, quality Mitre Kits 
are moving off hardware counters. Home craftsmen examine them, fons) 
observe that they can easily and accurately cut any angle with the 

adjustable, locking angle index. This self-demonstration sells : h 
them. Try a dozen Mitre Kits. Display a couple and you're sure Ss] g t 
to move them in a few days’ time. Write us for wholesale prices. 


Patented s THE BAKER McMILLEN CO., 134 E. Miller Ave., Akron, Ohio 
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TROY—BEST 


File Handles 
PATEN TEC" amas x : e 


(Patented), assures better workmanship 
and safety to user. A favorite for over 
40 years. 


TROY FILE WORKS 


Troy, Est. 1831. N. Y. 


Rigid 
Metal to 











STOPS BOILER LEAKS 


The “Original BURKE” 
Boiler Plug welds the 
hole with lead like a 
wiped joint — stops the 
leak PERMANENTLY. 
Made of steel, cadmium 
plated. Ask your Jobber. 
Also “Automatic Screw 





svete Cup } Machine” Products, Vac- 
eouse uum Cleaner Parts. Send 
ro' Sample. 


BURKE MANUFACTURING CO. 
4123 Payne Ave., Cleveland, Ohio 








DIAMOND ICE CREEPERS 
FOR MEN AND WOMEN 


Norlund’s popular style 
with detachable feature. 
Worn beneath in-step 
of feet—held securely 
by quality straps. Lac- 
quered — ineenspicuous 
when worn. | dez. pairs 
in box. Retail 25¢ pair. 
Write for Cireular and 
Trade- prices. 


©. A. NORLUND COMPANY 
Williamsport, Pa., U. S. A. 






No. 6030 








STEEL MORTAR HODS 


Made entirely of 
stee) with wooden 
shoulder saddle 
and handle 
Edges are heav- 

aT tly reinforeed. 
We. 158 so°nts" The fork is 
Mortar s 0% pressed from 

deep heavy gauge 





Write for prices. 
The Crevetand Wire Spring Ce. 


38th St. and Hamilten Ave. 
*e Cleveland, Ohio ‘© * 


BIGGER PROFIT — 


Automatic water-saving shutoff. 
One hand 

all-range 
control. 
Set nut 














oad easy] 
fo sell « 









s any 
desired flow till re- 
leased Non - leaking. 
Handsomely nickle- 
plated. Nationally ad- 
vertised. Order from 


your jobber now. 
CARTER PRODUCTS CORP. 
702 Front Ave., Cleveland, 0. 








You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns 
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“Charge Courtesy Cards” 


Speed Sales Transactions 


Editor’s Note:—From an address 
by B. D. Churchman, credit man- 
ager, The Lamson Brothers Co., 
Toledo, Ohio, before the annual 
convention, Credit Managers Di- 
vision, National Retail Dry Goods 
Association, held on May 29, 1940 
in Cleveland, Ohio. 


RINTED “charge courtesy 

cards” in such form as to make 
them presentable on any occasion, 
and in a convenient size for the 
pocketbook or vest pocket, were 
mailed merely on a trial basis to 
get the customer’s reaction and to 
see to what extent they would be 
used. The response received from 
the few who received these cards 
was decidedly gratifying. Many fa- 
vorable comments induced us to 
continue the use of them but on a 
greater scale. However, the ques- 
tion arose—how far can we extend 
their use and how can we treat those 
customers with limited ratings? 

When the expiration date of the 
first card arrived, we prepared to 
issue cards to two groups, desig- 
nated wholly by a different colored 
card and changing the wording 
slightly for those to be sent to a 
more limited class. The different 
colored cards signified to the sales- 
people to release any amount on the 
one and up to $5 on the other, and 
above this amount the usual check 
with the office was to be followed. 

During the six months’ period, 
when two cards were used, we ex- 
perienced many complications which 
had been anticipated, so we were 
prepared to answer’ the numerous 
questions as to the difference in the 
cards. The outcome of this was the 
discontinuance of the use of two 
cards at expiration date. 

We immediately reverted to use of 
one card and mailed these only to 
customers whose ledger experience 
showed willingness and fair prompt- 
ness in paying in a manner we con- 
sidered satisfactory. Courtesy credit 
cards were issued to approximately 
70 per cent of all active or inactive 
charge customers. 

Each member of a family using 
the account receives a card with 
the name of the charge customer 
and address as recorded in our files, 
but the individual user must have 
his or her signature on the back of 
the card and is requested to sign 
all take-with sales checks. Sales 
checks are marked “C.C.” by the 


salesperson to relieve further au- 
thorization in the credit department. 

If the remaining 30 per cent of 
our charge customers ask why 
credit cards were not issued to 
them, we explain the status of their 
records, analyze paying habits and 
inform them if they are able to es- 
tablish themselves on a better pay- 
ing basis, we will include them 
among the users. Many of these 
customers have improved their pay- 
ing habits and reduced our collec- 
tion efforts, for they realize the con- 
venience of the “charge courtesy 
card” and the fact that it establishes 
some standing in the retail com. 
munity. 

Some of the results to date of this 
plan are that it has speeded up 
credit authorizations, reduced au- 
thorization costs, established peri- 
odical contact with our customers 
in thanking them for their business, 
made it easier for shopping at all 
times, cut details of authorization 
system and eliminated errors of mis- 
spelling names and addresses on 
sales checks. 


Exclusive Sales Contract 


N exclusive agency or sales con- 
tract may be legally invalid— 
depending on the laws of the particu- 
lar State. It turned out that way in 
Texas recently. 

A concern located in Texas made 
a contract with a California business 
man whereby the concern agreed 
not to sell its product to anyone else 
in certain named counties of Cali- 
fornia except the business man and 
he agreed, in turn, not to sell the 
product outside those California 
counties. 

When, later, the California busi- 
ness man sued the Texas concern in 
Texas for an alleged breach of this 
contract, the Texas court refused to 
enforce the contract. 

“The provisions of the contract,” 
said the court, “created or tended 
to create or carry out restrictions in 
trade or commerce within the mean- 
ing of the Texas Anti-Trust Statute 
in that the company was forbidden 
to sell its product to anyone else in 
the named counties of California and 
the business man who brought this 
suit was forbidden to operate and 
sell the company’s commodity out- 
side the territory named.” 


HARDWARE AGE 
















ROTABIN Saves 5Q% 
ms Oke) Sy 7 4G 3 


ROTABIN stores, displays and sells nails, rivets, 
washers and other ‘'binable’’ merchandise in a 
compact accessible manner in '/2 the space now 
occupied by such items in your store. Each 
ROTABIN section rotates, bringing the merchan- 
dise right to your finger tips. No time lost in 
looking for the correct size—no boxes to open— 
no sticking drawers to pull out—no unnecessary 
steps running from bin to bin. ROTABIN saves 
hardware dealers, time, steps, labor and money 
WRITE FOR and makes storage space pay a profit the year 


DETAILS eonund. 
THE FRICK-GALLAGHER MFG. COMPANY 








Electric Light is Merely a Passing Fancy 


ACCORDING TO THE VOLUME OF ORDERS 
WE ARE GETTING FOR KEROSENE MANTLES. 


Don't Pass Up This Profit! 


WELSBACH KEROSENE MANTLES 
FOR ALL ALADDIN LAMPS 
RETAIL PRICE 30¢ 


See our ad on page 640 
Hardware Age Directory Number 
Your jobber has or can get them for you 
Mfd. by Welsbach Division of 


LINDSAY LIGHT AND CHEMICAL COMPANY 








WELLSTON, OHIO 








West Chicago, Illinois 





“HANDY 
SALES-MAKER” 


MARBLES 
1941 CATALOG 


—of Sights, Gun Clean- 
ers, Gun Oil, Knives, 
Safety Axes, Compasses, 
Fish Gaffs, etc. 
Write for Dealer Cataiog 
of this nationally adver- 
tised line of steady sellers. 


MARBLE ARMS & MFG. CO. 


4 540 Delta Ave. Gladstone, Mich., U.S.A. 


EXTRA Healthy Profits With 
FULTON AIRMOISTENER 


Attractive Fulton Airmoistener makes 
Homeowners look—attractive price 
makes them buy. Result — good 
turnover and good profits for you. 

Designed to fit between radiator coils where heat and 
evaporation are greatest, the water pan is concealed and 
impossible to tip over. No solder used—one-piece rust- 
resisting metal. Finished in aluminum or bronze—furnished 
in 1 and 1% quart sizes. 


FULTON LINE INCLUDES HUMIDIFIERS FOR 
WALL AND FLOOR REGISTERS 


Ask Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 
305 EIGHTH AVENUE FULTON, ILLINOIS 




















World’s Standard for Half a Century 


SAND’S LEVELS 


TELL THE TRUTH 
SAND’S LEVEL & TOOL CO. 8631 Gratiot Ave. Detroit, Mich. 


CARPENTERS’ WOOD 
AND ALUMINUM 


TILE SETTERS’ WOOD 
AND ALUMINUM 


SAND'S-STEVENS 
SURFACE AND LINE 


“FACTORY 
BUILT-IN ACCURACY” 


*WE HELP YOU 








WRITE 
FOR CATALOG 


SELL BY MAIL* 








We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 
Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 


Also we save you considerable sums for postage and promotion material by eliminating dead names, 
incorrect addresses and duplications. 


Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 100 East 42nd Street, New York, N. Y. 








Good Window Displays « « « « « « « «© «# «@ «# «@ @e@aeawe 


Do you realize that no one factor will draw people to your store 


And many dealers who require their own copy of Hardware Age 
like attractive window displays of seasonable merchandise? 


ae it highly profitable to subscribe to extra copies for their sales 
lorce. 


The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 


100 East 42nd Street, 


Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 








New York City 
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Classihied Opporvtumitien Section... 





Use this tection to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chansified Adwentining Ratea | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... dag 
All capitals, maximum, 50 words. . 5.00 
Each additional word......... .08 


Positions Wanted 
Cues P a set solid, maximum, 
Bach re CNG. c ceccscceceses .05 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
Gee BD caccccvccecs Aeeseccecosces $6.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
—-@e— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency or stamps. 


Ss tl of Literature, 
Catalogs, ete., will not be forwarded te 
bex number advertisers unless accom- 
panied by sufficient postage for il 





uM hb di 























HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—e-— 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. New York City 











Positions Wanted | 


| —s- Accounts Wanted =f 











HARDWARE MAN WANTS WORK. Can 
do anything—-good glazier and show-card writer. 
Twenty-seven years’ experience—honest, depend- 
able and reliable. No bad habits. Please write 
Truman Bastian, 223 6th St., Sunbury, Pa. 








STOVE SALESMAN WITH GOOD FOL. 
LOWING among Texas jobbers and dealers 
wants attractive commission proposition without 
cash advances on modern gas ranges at right 
prices. References and bond available. Address 
Box E-241, care of Harpware Acer, 100 E. 42nd 
St., N. Y. City. 





HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to emypluyers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York _City. 

EXPERIENCED SALESMAN NOW COV- 
ERING SOUTHWESTERN territory, callin 
Hardware Jobbers in Texas, Oklahoma, ew 
Mexico. Employed same company 7 years. Would 
like to make change with chance for promotion. 
Age 31. College education. If interested will 
give complete references Address Box E-231, 
care of Haroware Ace, 100 E. 42nd St., N. Y. 
City. 





MANUFACTURER'S REPRESENTATIVE 
WHO HAS ESTABLISHED trade with hard- 
ware jobbers and dealers in Philadelphia, Eastern 
Pennsylvania, Central and Southern New Jersey. 
desires to represent reliable manufacturer in this 
territory. Carry samples and work territory in 
auto. Married, excellent reference, not in draft. 
Address Box E-222, care of Harpware Ace, 100 
E. 42nd St., N. Y. City 

MANUFACTURER'S REP RESENTATION 
WANTED OF MERITORIOUS products for 
the Metropolitan New York territory by a sales 
executive possessing 25 years of thorough ex i 
ence in sales promotion, advertising and selling 
of industrial products. Married, excellent refer- 
ences Address Box E-238, care of Harpvware 
Ace, 100 E. 42nd St., N. Y. City. 











SALESMAN WITH EXPERIENCE NOW 
SELLING hardware, furniture, department 
stores. Is interested in connecting with a reliable 
concern to travel Northern Illinois or Southern 
Wisconsin. Previous experience, retail manage- 
ment and buying house wares, stoves, paint, ap- 
pliances. In middle forties, good health, aggres- 
sive. Address Box E-237, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City 


STORE OR DEPARTMENT MANAGER— 
trained in modern chain store merchandising and 
buying control methods, thoroughly experienced 
hardware, mill supplies, power tools, electrical, 
plumbing supplies and building materials. Tech- 
nically trained estimating builders’ hardware from 
arefitects’ plans and specifications. Location no 
object. Address Box E-243, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 
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SALESMAN, MIDDLE AGE, NEAT AP 
PEARANCE, 18 years’ selling experience, thor- 
oughly acquainted with hardware, furniture and 
department store trade, Illinois, Iowa, Wisconsin, 
desires connection with reliable company. Have 
also had 7 years’ experience as a manufacturer of 
wooden products, as well as a great deal of office 
and railroad experience. Can furnish car for 
use on territory and can assure you honest and 
efficient representation at all times, as well as the 
best of references. Address Box E-225, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 











PENNSYLVANIA, OHIO AND DISTRICT 
OF COLUMBIA; manufacturers’ representative, 
43, established ten years, desires additional vol- 
ume account. Hardware and automotive jobbers. 
Thoroughly acquainted. References. Commis 
sion. Cover territory every 90 days. Address 
Box E-246, care of Harpware Ace, 100 E. 42nd 
St., N. Y. City. 





SALESMAN WITH SEVERAL _ YEARS’ 
EXPERIENCE CALLING ON THE HARD- 
WARE, FURNITURE AND PLUMBING 
TRADE IN OREGON, DESIRES FACTORY 
LINES TO SELL DIRECT TO THE TRADE, 
OR TO JOBBERS. ADDRESS BOX E.-247. 
CARE OF HARDWARE AGE, 100 E. 42ND 
ST. N. 3. Clry. 











SIDE-LINE SALESMEN WANTED 


To salesmen now calling on Hardware, 
Variety and General Stores in small towns 
and cities, we offer a good, staple side line 
of 10c and 25c Paints and low-priced gallon 
paints on a commission basis. Write advis- 
ing territory covered and lines now carried. 
Address on E230 care of pepemase AGE 
00 E. 42nd St., . City 








MANUFACTURER’S REPRESENTATIVE 
WITH ESTABLISHED TRADE among hard- 
ware jobbers and retailers and lumber companies 
in New York, Pennsylvania, and Maryland, ex- 
cept Metropolitan District, desires to represent 
one or more lines in this territory. Carry sam 
ples and drive car. Excellent references. Ad- 
dress Box E-242, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 

















SALESMEN WANTED WITH FOLLOW- 
ING AMONG hardware stores to sell a com- 
plete line of fibre tool boxes. Attractive propo- 
sition as side line. State lines now carried and 
territory covered. Address Box E-239, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 





MANUFACTURER'S REPRESENTATIVES 
WANTED. PREFER SALESMEN now callin 
on hardware trade and lumber companies. Ol 
established builders’ hardware manufacturer. 
Commission arrangement. Please advise details 
as to territory now covered, lines handled, experi- 
ence, etc. Address Box E-245, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 











= 

WE WILL PURCHASE FOR CASH 

Any quantity of Factory closeouts, Surplus 

or discontinued items in 

HARDWARE—TOOLS—PAINT. 
Write what you have to offer. 
MILTON HARDWARE COMPANY 

OXFORD, PA. { 

We also buy entire stocks of merchandise. 


aa 














SALESMEN NOW CALLING ON HARD- 
WARE, paint and lumber dealers, contractors, 
etc., in Ohio, Pennsylvania and West Virginia, 
to sell well-known line of floor sanding machines 
and electric saws. Excellent sideline or full time 
proposition for go-getter; commission basis. Ad- 
dress Box E-240, care of Harpware Acer, 100 E. 
42nd St., N. Y. —— 





| Accounts Wanted | 


SOLE REPRESENTATION WANTED FOR 
BRAZIL for tools and hardware. Best quality 
as well as lower price. Have salesmen who call 
regularly on retail dealers, machine shops. indus- 
trial plants, railroads, etc. Reply to—B & H 
Trading Company, Inc., 630 Fifth Ave., N. Y. 
City. Tel.: Circle 5-8438. 











MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 





HARDWARE BUSINESS FOR SALE. _ EX- 
CEPTIONAL OPPORTUNITY TO STEP 
INTO ESTABLISHED WELL LOCATED 
BUSINESS. LOCATED SECTION OF 
TEXAS WHERE BUSINESS IS ALL YEAR 
ROUND. TOWN. OF 30,000 POPULATION, 
DRAWING AREA _ 150,000. CLEAN, WELL 
BALANCED STOCK OF GENERAL HARD 
WARE, SPORTING GOODS, _ TOOLS, 
HOUSEWARE, ETC. PROFIT MAKING, 
MODERN FIXTURES AND FRONT. FIX. 
TURES VALUED AT $5,000, STOCK $12,500. 
WILL DISCOUNT SOME. ADDRESS BOX 
E-248, CARE OF = AGE, 100 E. 
42ND ST., N. Y. ‘ 
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[ Business Opportunities | 


| Basiness Opportunities | 


| Help Wanted | 








FOR SALE: CLEAN, UP-TO-DATE STOCK 
of general hardware and house furnishings, tools, 
electrical and plumbing supplies, stoves, linoleum, 
paints, etc. This is a good going business (profit- 
able) in a city of 20,000 population, outside draw- 
ing 5 or 6000 in a wonderful farming country, 
located on Sullivan trail in Berwick, Pennsyl- 
vania. (The Home of The American Car and 
Foundry Company.) Owner retiring. Address 
Box E-227, care of Harpware Ace, 100 E. 42nd 
=., N.. ¥. City. 





HARDWARE AND PAINT STORE, CEN- 
TRAL NEW JERSEY. Established eighteen 
years, town of 6,500. Inventory about $8,000 
well-balanced _ stock. Exclusive agency  well- 
known paint lines. House furnishings. Heller 
fixtures. Low rent with lease. Right party with 
capital can expand. Reasonable for quick sale. 
Cash only. Owner going into defense industry 
Address Box E-249, care of Harpware Ace, 100 
E. 42nd St., N. Y. City 








AGGRESSIVE, FAST-GROWING RETAIL 
GROUP has desirable opening for hardware 
salesman, age 30-35, capable of managing. Back- 
ground of five years with small midwestern inde- 
pendent store necessary. Position offers excel- 
lent, permanent future. Give full particulars 
and enclose photograph with first letter. Address 
Box E-244, care of Harpware Ace, 100 E. 42nd 
StuoN. ¥. City. 














He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 


Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


advertising in the right medium 


HARDWARE AGE is noted for quick results — 


try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept 


100 E. 42nd Street 


New York, N. Y. 
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BUSINESS END OF THE 


MILFORD FLexiste ot 
O — Geasy STARTING reeTm 


DEAL HACKSAW BLADE 


For the INDEPENDENT RETAIL TRADE 


Only Milford blades have Easy-Starting Teeth — not 
sold to chain stores and mail order houses. Milford 
is the only blade sold under a fair trade contract. 


ASK YOUR JOBBER OR WRITE TO. 


THE HENRY G. THOMPSON & SON CO. 
NEW HAVEN, CONN. 

















tut 


PRAYS, dips or brushes | 

to a satin smooth fin- | 
ish. For exterior or interior | 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how’long it stands on shelf. 
\% pt. to 5 gal. cans. 


At America's Lowest — 
Price for Such Quality! | 


BEF And 22 Other Sheffield Fast Sellers CG 


SHEFFIELD BRONZE POWDER & ‘STENCIL CO. 
Order from your (ether. seen for details. 











FOR THE NEW YEAR 


—and every year 








Genuine QOMES of SILENCE 


SLIDE SILENTLY - SOFTLY - SMOOTHLY 


VE FURNITURE 
Nh & FLOORS-CREATE QUIET 


Ask your Jobber 


DOMES of SILENCE me 35 Pearl St. ey... 
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Here's a fast-moving item with sales 
appeal written all over it. It’s hand- 
somely styled to catch your cus- 
tomer’s eye: attractively priced to 
get the dollars 


Think how you can ‘go to town” 
with talking points like these: Mod- 
ern design that “fits” in any kitchen 
... Uniform blue finish . . . Flame- 
Spreader for quick, even heat... 


 MITTER. Portable Oven 


Bright, corrugated heat-reflecting 
lining . . . Double horizontal win- 
dows ... Other big features! 


All this makes your selling easier 

. keeps customers happy with 
ro folelo MB a-1-10 0 hte bo Ws of-V ob ole MEME bole MEe 1-31.) 
them to send their friends to you. 


Get yourself some of this profitable 
business —as many hardware men 
Va - Molo} bole ME @) col-) MB \/ SU lole) am doy at Vo) (= 
Ovens from your jobber. 


Write for free bulletin. 


Competitively 
Priced to Sell 
in Big Volume 








MrccoR. STEEL ComPanY 


% Single Burner Model — 
Available in full-lined or semi- 
lined styles, with or without 
heat indicator. 


MILWAUKEE, WISCONSIN oF 4, BEC), Fe) 01) 
CHICAGO, ILL e KANSAS CITY, MO e LA CROSSE, WIS 
e NEW YORK, N. Y. © ROCHESTER, N. Y. ®© BALTIMORE, MD 
Sales Offices: Minneapolis, Minn., Little Rock, Ark., Dallas, Tex 
Denver, Colo., Washington, D. C., Boston, Mass. 


% Two-Burner Model— Avail- 
able in full-lined or semi-lined 
styles, with or without heat 
indicator. 


HARDWARE AGE 





Ae) 
FORGET 


When Your 
Jobber’s Salesman 
Calls— 


to check your collar pad stocks, do two 
things... 
1. Give him the order necessary to make 
your run of sizes complete. 
2. Remind him that you want one of the 
attractive collar-pad displays shown at the 
left. 


FREE This appealing display card, designed 
to hang on a Ta-Pat-Co pad, is abso- 





get TA-PAT-CO ‘. 
NN é } 
wt lutely free and will be mailed on request if your /: 

y jobber’s salesman cannot supply you. Ask for it. = < 


—— Ss Mwy 
THE COLLAR PAD | f If 
TA-IPAT-CO "sz" Ser 
RED HOOKS 
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THE NEW wit Vestin house REFRIGERATORS 


It’s the “DREAM LINE” of 1941 
—this glamorous new group of 
COLOR-STYLED Westinghouse 
Refrigerators! From top to bot- 
tom, in every price bracket, 
there’s a model to suit every 
prospect’s individual taste. 

This new line includes four 
super-value SIXES . . . two beau- 
tiful SEVENS (competitive with 
most “‘sixes” displayed by others) 

. and three eye-filling NINE 
cubic foot models! Popular sizes 
are available in all-porcelain as well 


as bonderized Dulux, and there 
are special models, Sarge and 
small, to fit every family need. 

New Westinghouse models are 
powered with the famous sealed- 
ifi-steel ECONOMIZER mecha- 
nism, now quieter and more effi- 
cient than ever. Cabinets, frosters 
and fittings reflect the greatest 
design achievements in Westing- 
house Refrigerator)history. And 
increased production capacity as- 
sures an ample supply in 1941 of 
all popular Westinghouse models. 


SELL THE DIFFERENT REFRIGERATOR 
WITH EXCLUSIVE TRUE-TEMP CONTROL 


Only Westinghouse has TRUE-TEMP CONTROL—a PLUS value that gives users 
SUPER MARKET Food Protection. A giant advertising and promotional campaign 
will put this advantage to work for YOU in the public mind. Don’t miss out on the 
extra profits it brings. Call your distributor or write direct for eomplete details. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


DEPARTMENT 1024 


UP 
iT 


MANSFIELD, OHIO 


OPPORTUNITIES FOR 
SALES AND PROFIT! 
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